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226 & 
= Sal 


Feature infant feeding spoons : Pa Soe. ‘cal ee 
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in 1847 Rogers Bros. silverplate. 


Practical ...longer handle, smaller bowl make 
feeding so much easier! Fits into baby food jar. 
Pretty . ..a natural gift item! The most popular 
“1847” patterns — Springtime, Flair and Heritage. 
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Popular price... only 98¢ special retail! Ps oeiaal 
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Packaged in a small container 
—with 36 spoons—that opens 
to form an eye-catching counter 
merchandiser. Colorful display 
card designed to fit the box cover 
is free with the unit. 
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Order Juvenile Unit No. 136 
today from your Approved 
Wholesale Distributor. 
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1847 ROGERS BROS. 


Made only by The International Silver Co. se 
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SIOUIA Weal 


Jiamonds 


wherever she goes 





Diamonps of unmatched pride and beauty that will 












distinguish the wearer now and forever are available 










odel also wearing 10 ct. Mar- 
 quise diamond ring, 35 ct. dia- 
mond bracelet, 30 ct. diamond 
S eenaragaat 7A ct. diamond ear- 

gs. All available on memo. 


at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


begs 


William Levine Company 


Importers and Cutters of Fine Diamonds 
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It's her day ... it's their day . . . and it's 
your day, too, if you turn it into account: the 
wedding anniversary. These occasions are made 
to order for the jeweler; they represent a huge 
—and largely ignored—gift opportunity not 
only in June but throughout the year. For 
what merchandise to push and how to do it, 
see page 40. . . . What will credit jewelers do 
with appliances, now that price maintenance is 
over? Bill Wagner tells you on page 46. 


Speaking of the Jewelry Trade 37 


Help Your Customer Remember His Wedding 
Anniversary 40 


What 13 Credit Jewelers Will Do About 
Appliances 46 


Briefly—Late and Important 104 
News of the Industry 107 


MERCHANDISING AND PROMOTION 
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What’s What in Inventory, by William Scheibel 49 
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The Importance of Surprise, by Virginia Dixon 62 


Your Mark-Up in Diamond Sales, 
by Gladys Babson Hannaford 66 


Even “Timid” Shoppers Come In—for Greeting Cards 72 
We'll Lend You What You Need to Throw Your Party 74 
13 Promotion Ideas for May and June 80 


TABLE TOP FASHIONS 


Table Top Fashions 93 
China, Glass & Giftwares, by Madeline Love 96 


TECHNICAL 
“C” to “P” in Gem Appraisal, by Dr. Frederick H. Pough 68 


Servicing the Rolex Self-Winding Watch, 
by Henry B. Fried 133 
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Letters 24 

They’re New 26, 85 
Coming Events 124 
Manufacturers’ News 127 
Book Reviews 140 
Editorial 148 





But she can't afford one. It is a matter of fact that most women want 
emeralds — but can't afford them. That's the reason you don't carry them. 


Now, you can satisfy her desire for an emerald, profitably, by offering 


her Chatham Cultured Emeralds. They are so much like the natural stone 


that no layman could possibly distinguish between them, and they 

cost only about one-fifth the price of the natural stone. 

This rich, brilliant green transparent stone is being set in fabulous 
creations of platinum and gold by the world’s leading designers. You'll be 
proud to be the first to offer your customers the world’s newest jewel, 
Chatham Cultured Emeralds. Write for price list and memorandum 
selection today. 


CHATHAM CULTURED 


A DIVISION OF IPEKDJIIAN, INC. 








L 


KMERALD 


Faceted Pearshape 
Chotham Cultured Emeralds 
S¥2 ct. ea. platinum setting, 
with diamonds and 
cultured pearls. 

WITTMAYER ey 

NEW YORK, N 


Square Chatham Cultured 
Emeralds |} ct. ea. 
platinum setting with 
diamonds. 

GREEN & CO., Jewelers, 
NEW YORK, NEW YORK 


Cushion Antique Chatham 


F. & F. FELGER, INC. 
NEWARK, NEW JERSEY 


EMERALDS 


580 FIFTH AVENUE, NEW YORK S36, N. Y. 
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Louvic helps * 
Vel =) 72.0 


© COMPETITION 
WA owith the new | yt! 


specially 

priced for 

profitable 
selling ! 


A most unusual watch... 7 
for greater buying appeal! 
Here is the NEW DRESS SQUARE WATER 


RESIST Watch that is certain to win customer 
approval! It is ALL STAINLESS STEEL with a 
17 JEWEL INCABLOC MOVEMENT... has 
RAISED INDEXES and SWEEP-SECOND 
HAND. Take your choice of WHITE OR 
BLACK DIALS! Also available with 3-diamond 
dials for ‘‘step-up'' sales! 


The new ‘Vanguard’ ’ is fitted with a MAGNI- 
FICENT BRACELET of 100% stainless steel 

. elegantly designed with rich jet-black 
squares. 


LOUVIC DOES IT AGAIN! Here's another Your customers have seen “LOUVIC” 


‘first’ that already is scoring with jewelers! advertised in 
Louvic is the house that's famous for unusual 
values and high-styling for added sales appeal! 


Order from your wholesaler . . . or write for 
name of wholesaler in your territory. 


LOUVIC WATCH CO. rnc. 


62 WEST 47th ST. NEW YORK 36, N.Y. 
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for the same reason that you loupe diamonds... 


LOUPE MOUNTINGS before you buy! 





No mounting is a bargain, no matter how low priced if it doesn’t 
help sell your diamonds. The right mounting can enhance the 
beauty and brilliance of any diamond. Any knowledgeable jeweler 
will agree that the only mountings worthwhile are those which are 
the finest money can buy. There are absolutely no finer rings 

than those made with findings from K & B, pioneers and leaders 

in the art of ring finding manufacture. Here we take pride in an 
extremely high degree of craftsmanship, guided by an unwavering 
pursuit of minute details. Experienced hands operate the 


newest and finest equipment in the world. Experts in jewelers 
metallurgy are on hand. Volume selling keeps our cost at a 
minimum. This is all reflected in every K & B product. 

This is what your loupe will show. 


ARLAN € BLECUER IN. 


Cr) 136 W.52nd ST., NEW YORK 19, N.Y. 
<< <’ OFFICES IN CHICAGO AND LOS ANGELES oo 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





Look for 
absence of porosity 


Look for 
sharpness of detail 


Look for 
immaculate assembling 


Look for 
pertect polishing 


No. 148/2264/6 engagement ring 
with wedding ring No. 45/2265/6. 
Set takes sixteen 1% pt. melee, 
any size center. We manufacture 
and sell only the mountings. 
They are shown with diamonds 
only for display purposes. 


We manufacture a complete line of 
ring findings, mountings, wedding 
rings, sets, men’s diamond mountings 
and ladies’ and men’s stone rings. 
Free newspaper ad-mats. Displays, 
catalogue sheets, stuffers available. 


Fine diamonds deserve K&B 
mountings! all others need them! 


valile 


at oil eatin beauty - 
=\V{—1 fl F- tad late me er-tinay, 





ol-t-lepavam-laleommelallit-tale— 
at a moderate price 


Lig 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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Baker wedding rings 


in traditional ; design e ee As in many things, styles change in wed- 
ding rings but Baker traditional designs 
are still the favorites with many brides and 
most jewelers. Baker traditional wedding 
rings are available in gold, jewelry palladi- 
um and 10% iridium platinum, in all sizes, 
widths and weights. They can be plain 
half round or have beaded edges. No mat- 
ter how they come, you can be sure of the 
quality of the metal in Baker wedding rings. 


BAKER SETTING DIVISION 
850 Passaic Ave., 
East Newark, N. J. 
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gives jewelry a mirror finish 
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No matter what your problem A profitable and efficient way to produce 
in jewelry metal yore Makepeace - mirror-bright silver plate finished directly — 

with little or no polishing. The process is 
has the answer 


easy, economical and non-critical and pro- 
duces a hard ductile brilliant finish. It is 
being used successfully for all types of 








If you have a troublesome decision to 


Sst as 
SSeS 
SSeS 
> SRS: % 
fee tee e 

ee aoe 


make about the styling or construction of niall jewelry and hollow ware. Work is done in 
your jewelry, chances are Makepeace can a clear water-white solution enabling the 
help. The industry is full of tough require- as operator to watch while plating is being 
ments — fine wire rigid as a wide band, a done. Complete technical details available. 
minute link or massive disc — to meet these 


needs, the industry is full of parts built from : . Me cLVER DITION 


Mak tals. To gi ide lati- 

ae he . er ee ae ni ee 231 New Jersey Railroad Ave., 
tude in design, tast, easy assembly an Newark, N. J. 
production — ask for Makepeace metals — 
sold with “built-in” helpfulness. 


D. E. MAKEPEACE DIVISION Ue 
Attleboro, Massachusetts : 





AMERICAN 
PLATINUM 


4N LO 


& SILVER 
TM ARY LO), 


D. E. 
MAKEPEACE 


ENGELHARL baba 


113 ASTOR STREET 


DIVISION 


NEWARK 2, NEw JERSEY 
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DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 
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MATCHED WEDDING RING SETS 


Barel Bridals are Hand Carved Matched Wedding Ring Sets of 
unmatched pride and everlasting beauty. 


Each one is daringly designed to distinguished its wearer. Each one 
_ is genuinely Hand Carved with the meticulous craftmanship that is 
4 traditional with renowned jewelry designer Fred Barel. And each 
é one is a prestige-builder that sparks new sales, 
insures repeat customers. 


The Bare! signature 63 appears in the 
shank of every ring, to assure you of a 
genuine Hand Carved original. 


exclusively designed by 


Af OF a 
jee" ® 
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Sold directly to the retailer 
by the manufacturer 


Free mats available 
upon request. 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC., 87 nassau street, New York 38 
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BS=xXCLUSIVE FRANCHISE 


The ONE jeweler in each town that can boast a ZODIAC Franchise KNOWS he OWNS a valuable piece of property. 
For only this jeweler...and NO one else in town...can supply a customer with a nationally advertised ZODIAC watch, 


—aE—— EE Ee a TEE EEE Ee es 


MOREOVER, when ZODIAC gives its exclusive franchise, it gives 
MORE than just the right to a pre-sold trade — it gives this jeweler the 
security of PRICE and MARK-UP protection. There’s no competitive 
price-gouging because ZODIAC is sold ONLY by franchised jewelers. 
ZODIAC watches are superbly fashioned in pace setting styles for men 
and women from $49.75 to $2500.00 (Fed. ‘Tax Included) . 


Without obligation, please send me information 
on how | can become the exclusive Zodiac fran- 
chised agency in my community. 


Store 
Address 


fF ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. City 


An Official Watch of the Swiss Federal Railways Signed by 
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Swiss Watches 
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IS THE JEWELER’S OPPORTUNITY 


Meet the market that’s big, timely, eager for better things 


S 
oO 


Take a look at the youth market. There are 
almost 36 million young Americans between 
the ages of ten and twenty-five. And 80% 
of them wear watches.” By the time they re 
fifteen, 50% of the youngsters have been 
given grown-up watches; by the time they re 
eighteen, the figure jumps to 75%. 

And whats so promising is that 20% of the 
young people under twenty-five say theyd 
like to replace the watch they use most often 
—and they are more attracted to higher-priced 
watches than to less expensive ones. 


And who is best equipped to sell them fine, 
jeweled-lever watches? Tell them about the 





Will that first grown-up watch get home safely? 


Swiss go further to contain these features im watches that are sleek and 
sturds for school or sperts, amazingly slender for dress-up, too 
et your jeweler hetp vou peck that first fine yeweled-lever watch And 


You bet it will! If it's a — from the jeweler's 


or Swe craftemen have created far more than the features voung 


yeweled-lever watch 


—m watehes that wind themselves with the smailest 


Swiss } hat ch 7s 











* Watch figures from our research study, The U.S. Watch Market Today. 
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latest fashions and features? Explain the 
jeweled-lever movement itself? 

You are! But that’s not enough. For the 
jewelry store is not as popular with younger 
people as it has a right to be. As research 
studies show, the jeweler s reputation is not as 
high with younger people as it is with older 
ones. That's why you need to show young 
people that you are an authority on jeweled- 
lever watches—more reliable, more special- 
ized than all non-jeweler competitors. 


That's why our May and June advertisements, 
reproduced here, feature your advice about 
youngsters first, fine jeweled-lever watches. 
It’s why all our advertisements stress the 
“combination that counts” —exactly as shown 
in the illustration and text below. 


“Your jeweler can tell you it’s the combination 
that counts: when the word ‘Swiss’ appears 


either under the number 6 on the dial, or on the 
movement—and it’s a fine jeweled-lever mecha- 
nism inside. And he can also explain exactly 
why the beginning of a fine watch is the jeweled- 
lever movement itself.” 


% 


Fine 


| THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF Jeweled-Lever 
Swiss Watches 











Planning a STORE-WIDE SALE? 


direc et $ FOR EVERYTHING 
... 50 you can DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE: 


More than 5,000 Sales-Aids and Timely Ideas 
sure fo draw Crowds 


NEED CASH SPECIALS? 


We can serve you on Memorandum with several hundred 
of the hottest fast selling profitable traffic items, in- 
cluding Advertising Copy that will make your sale a suc- 
cess any month of the year. 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or ‘phone for details! No 
town too small for a SUCCESSFUL SALE! We can rec- 
ommend Experienced Sales Supervisors at nominal fee— 
upon request! 


ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE] HUNDREDS OF SIGNS, PENNANTS, BAN. 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 
SPECIAL RADIO CONTINUITY 25-50-75-100 
NCEMENTS! 


FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS) 


You, too, can jam your store with customers. They came! They saw! They bought! 


J. BIELER PROMOTIONS «2 2..... 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 


YOU NEED TO RUN 
ANY KIND of SALE! 


Sample Full-Page Adv (Redsced) 





ITS THE PRICE PANIC #*CITYS EVER SEEN! 


WE WERE WRONG—WE ARE SORRY 
Bet Oa ha ts ane Oe he ane Geena todh ogy 


e w Guaranteed Stock 
"DISCOUNTS UP TO 75% 


Of Course Your Credit is 


10 A. M. TO .. THURSDAY | 


StoreName STOCK LIQUIDATION SALE 


Cood— 
Be On Hand When Our Doors Open For 

















OPEN MONDAY AND THURSDAY NITES 
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Palladium profit pointers ... one of a series 





Polledium acchiece by Lecien Piccard. $16,000 pelledium earrings by Jack Gatecharider, $250. 





If you're conscious of fashions in jewelry 


.. devide on pallachum Discover the distinctive quality of palledium jewelry. You'll 
admire its sophisticated brilliance . . . gleaming whiteness. 
.. newest of the Palladium complements gems, making them look more excit- 


ing. Choose paliedium for important pieces... and for 
semple jewelry, too. Then you'll know you are wearing the 
all-precious metal with clear white radiance that keeps 
special memories bright forever. Write for our booklet and 
the name of a nearby jeweler who features palladium 


white precious metals 


Being engaged is romantic, isn't it? And how 

. excited you will be shen you Gret sce that «on- 
Obviously made for each other... s:/!ring Doubly ois made of palladium 
the all-precious jewelry metal. Pelledium 

has special talent for expressing your affection 


romance and palladium . . . newest of faithfully reflects the true color end spertle 
ae ot , " Get to know the advantages of 
the white precious jewelry metals peliedium now — write us for our beoklet and 


the name of your nearest pelladium jeweler 





wk Saree 
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Palladium is 
NATIONALLY ADVERTISED 


... it tells your customers that “‘there’s no gift like jewelry” 


A good friend of yours ... is palladium advertising. live in the jewelry you give.” That “there is no gift 
, like jewelry!” 

a wee month, year —— sat agro Holi. Palladium is getting its share of publicity, too. 

SUERRE SUVEr beeen.» - - Cppeur eve ° ee y From fashion editors, radio and television com- 


day, Harper’s Bazaar, Mademoiselle,Charm, Bride’s, 
Seventeen and Modern Bride... is steadily building 
acceptance, desire and sales for palladium jewelry. 


mentators. In the conversations of women all over 
America. 

Get the full benefit of this advertising... by fea- 
Not only for palladium jewelry, but for all kinds turing the palladium sales aids in your window and 


of precious jewelry. Because our national advertis- counter displays. Just write us for the free Basic 
ing constantly tells your customers that “memories Merchandising Kit. 


Palladium is modern... white... all-precious ...lighi 





...strong... easily worked ... nationally advertised. 
PLATINUM METALS DIVISION * THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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ACTUAL SIZE 









Precision made by one of the world’s 
leading camera manufacturers ¢ 
or color film 






FROM SHRIRO ...THE HOUSE OF 2 ee i ” 


HIGH-PROFIT PROMOTION HITS... 
the Fabulous 
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Snudlest, Finest, Lightost, and Mast Compact 


35 MM CAMERA 


JAPAN’S GREATEST NEW CAMERA! AMERICA’S GREATEST NEW CAMERA VALUE! 
RETAILING’S GREATEST NEW PROFIT OPPORTUNITY! 


lp Sell CAMERA RETAIL O25 


ae Wei fantastic LEATHER CASE Sa 
Price a. 


WRITTEN GUARANTEE GOOD FOR 1 FULL YEAR 
Wite, Write, Phone SHRIRO, INC., 276 Fourth Avenue, N. Y. C. 


for Details... Offices in 18 Countries 


EXCLUSIVE U. S. DISTRIBUTORS LONDON » BIENNE * HONGKONG « TOKYO « MANILA * BANGKOK * KUALA LUMPUR » HAMBURG 
MONTREAL « RIO DE JANEIRO » SINGAPORE » OSAKA » DJAKARTA PENANG « IPOH « TAIPEI «SEOUL 


Syachesatoed tat Sesh id aah 



















KEYSTONE (BOTH) ia 
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GENERAL ELECTRIC-TELECHRON CLOCKS ANNOUNCE 
WITH PRIDE THE HAPPY ADVENT OF PROFIT QUINTS! 


Journeyer. New electric travel » 
alarm. important “first.” Cased 

in leather. Luminous at $9.98 
Model No. 7H256-L— 

tan leather, brown dial 





(Retailers and consumers are doing very well) 


Little Snooz-Alarm”* clock. Newest idea 
in alarms. Wakes you, lets you snooze, 
then wakes you again about ten minutes 
later. Antique white case, $5.98. Dawn 
gray case, luminous dial, $1 more. 


Model No. 7H253— antique white 


Room-Mate. Best-selling low-price » 3 Ma 
4 Mode! No. 7H253L— 


electric alarm now in pink, gray, blue  ereeeee 
or ivory colors, $4.98. Or luminous in id - “sendyar @ et 


ivory case at $5.98 
Model No. 7H223— 
pink, gray, blue or ivory 


*@ es 
crt “@ dawn gray (luminous) 


4 Festival. Folk art design in gay color 
combinations with white, yellow or 
black backgrounds. Wall-hugging meta! 
7” case. $6. 
Model No. 2H111— : : 
white, yellow or black ‘ oe ° 
- Sse 
Simplicity. Bold, modern look in big » . a) 
(8+4"’) gleaming copper or chrome ™ 7 . Ss 
color case. Easy to read, $8.98 > .¢ 
Model No. 2H112— 1, lg SOE 
copper or chrome color ae 





General Electric-Telechron clocks present with pride their new spring '58 
profit quints—five beautiful electric clocks sure to have a healthy turnover 


Heavily advertised. Hard-selling TV mes- 
sages on “Cheyenne,” the high-rated adult 
Western watched by 33 million people on 
more than 100 stations. Plus strong ad- 
vertising in magazines and in more than 
260 Sunday newspapers. 

New free display. Three Little Snooz- 
Alarm* clocks, two plain and one luminous, 
including complete cartons in a “Profit 
Pak” display 44%” deep by 13%4” wide. 


16 


Total retail value .. . $18.94 
‘cm. ..tmat SEMERAL & ELECTRIC 


Retailer full profit. . . $ 7.19 
ious Selecheon 


More good news! You can win a luminous 

Little Snooz-Alarm* clock by selling SIX a All prices are manufacturer's suggested retail prices—pius applicable taxes. 
before May 20, 1958. This FREE Ownership hid *Snooz-Alarm is a trademark of General Electric Company. 

Plan is explained in the “Profit Pak. “ome” Clock and Timer Dept., General Electric Company, Ashiand, Mass. 
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DECORATIVE HAND PAINTED 
BIRDS AND PLAQUES OF 
IMPORTED EARTHENWARE. 


455 Fruit Wall 
Plaque $ 6.60 dz. pes. 


Vegetable 
Wall Plaque 6.60 dz. pes. 


6” Rooster in 
pair 24.00 dz. 


Flamingo 24.00 dz. 


4'2" Duck in 
pair 24.00 dz. 


5’’ Double Bird 18.00 dz. 


465 5'2" Birds 
(6 kinds) 12.00 dz. 


466AB Cardinal 
(2 kinds) 12.00 dz. 


464 412" Birds 
(6 kinds) 7.20 dz. 


464B Cardinals 
only 7.20 dz. 


KW Pheasant 24.00 dz. 
(not shown) 


All imports ore shipped: simmons: 6d GEO. ZOLTAN LEFTON CO., Imports 


F.0.B. Geo. Zoltan Lefton Co. CHICAGO—WMerchandise Mart, 1555 
NEW YORK—225 Fifth Avenue, 1129 3622 $. MORGAN STREET FOR 11 WESTERN STATES 


LOS ANGELES—-Brack Shops, 705 . 
F.0.B. Lefton-Pacific Inc., DALLAS—Merchandise Mart, 109 CHICAGO 9, ILL. LEFTON-PAC Fic NC. 


7 





Chicago Warehouse or 


LONG LAKE, MINN.—Route 12 


=f-l i fol 6 me—y-t (=) o's OF- | (ot aT -¥— 


No. 45B shown 
in action 


are best to work with... 
stand up longer! 


The two safety catches illustrated, the No. 90 and No. 45B, are 
popular “standards” in the jewelry industry. 
The No. 90, created for the costume jewelry trade, and the SOLD TO THE MANUFACTURER 
90L designed to take hot nickel, are quality made . . . low in cost. 
The No. 45B bullet catch, with a broad base for ease in solder- 
ing, is preferred for its finished appearance where the best is 
desired. 
Smart manufacturers know it pays to insist on Ballou Find- 
ings. 





068-105, B. A. BALLOU & CO. INC. FINDINGS— 


[ th \ 61 Peck Street * Providence 2, R. I. The Heundation of Good Jewelry 
g 


o 
7 YEAR & 


® oO 
“eeu e © 








7; FOR ME +++ 
HERE saa 3. MADE bo) Ves Gaby f 
IN U.S.A. 


Keep America prosperous by buying American products. Remember, when you buy cheap foreign 
products, you get inferior merchandise and create unemployment in this country, resulting in lack 
of business. These newly designed Airflex Bands cost a few pennies more, but what a difference! 
They have been appraised by one of the largest watchmakers as among the finest in quality and 
construction. Available in stainless steel and gold-filled. 


designed & 
created by 











STYLE NO. 667-LC 


CONTACT YOUR WHOLESALER OR WRITE DIRECT 


7 Jp Pi G SALES OFFICES 
WLIO. G, (ALA CY 9° he MR GEORGE KRAMER, 580 Fifth Avenue, New York 36, N.Y 


MR HARRY Z KURS, 55 E. Washington St., Chicago 7, Ill 
MANUFACTURING JEWELERS MR. ARTHUR RAPPAPORT, 305 W. 8th St., Los Angeles 14, Calif 


2032-42 S. JUNIPER ST., PHILA. 48, PA 
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THREE BIG SELLING 
OPPORTUNITIES 
AHEAD... 


the time to 
b u i id yo u r Men do most of the being for Mother’s 


Day ...and men will listen to a quality 
story. Point out Gold Filled pieces look 


; we? O : i H — i lovelier, longer . . . have an actual layer of 


karat gold on the surface not just a micro- 
scopic film. 





Trade up to 











The Spring season is always a good season for jewelry sales. But this year, you can make 
it a greater profit year by trading up to Gold Filled. With no more time . . . no more 
store space and very little more effort you build those $2.50 and $4.00 sales to $9.00 

or $12.00. Just say “ Wouldn’t you like something just a little better .. . 

wouldn’t you like something made of Gold Filled?” 








JUNE 15 











The wide range of new styling now avail- 
able in Gold Filled will appeal to the gals 
as they shop for Father’s Day. Be sure and 
remind them, too, that Gold Filled won’t 
wear or tarnish. 


Your customers will want gifts that last, 
for graduation and wedding gifts, and Gold 
Filled, of course, lasts like an heirloom. 
Remind them, too, that Gold Filled is pro- 
duced according to Federal Standards and 
stamped according to Federal law. 










GOLD FILLED MANUFACTURERS ASSOCIATION 
BATES BUILDING, ATTLEBORO, MASSACHUSETTS 


Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. « General Plate Division — 
Metals and Controls « Horton Angell Co. « Improved Seamless Wire Co. 
Leach & Garner Co. « D. E. Makepeace, Division — Union Plate & Wire Co. 
1. Stern & Co., Inc. « Standard Metals Corp. + A. T. Wall Co. 
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THE BROER-FREEMAN GOMPANY 


626 JEFFERSON AVENYVE 


TOLEDO 4.0H10 ; 
CARLETON G. BROER ; 


PRES OENrT 


cu ' 
RRENT;, 
DIRECTOR Or 


4Ewey ° 
ERs *SS0CiaTion : 


American Rolex Watch Company 
580 - Fifth Avenue 
New York 19, New York 


Gentlemen: 


We retailers are never at all hesitant about letting our 
suppliers know when they do things that we don't approve 
of, but we aren't nearly so free with our commendations 
for jobs well done. 


One of the bright spots in a very gloomy watch picture is 
the situation regarding Rolex watches, and it is bright 
only because your company has seen fit to pursue a dis- 
tribution volicy which keeps your watches in the hands of 
legitimate retailers, and assures them a reasonable profit 
to cover the costs of the services that they perform. 


I suppose that you frequently wonder whether this policy is 
the wisest one for you to follow, and I certainly am not in 
a position to answer that question. I can say, however, 
that it is a policy which will assure you of the utmost co- 
operation from this concern, and I'm sure that there are 
many others that feel the same way. 





With best wishes. 





Sincerely, 
The Broer-Freeman Company 
— } 
( j / 
CY, How 


C.G. Broer 
President 


Cc. G. B./yb 


EX JEWELERS ARE ON THE MAP ‘\ 


: AS nese ARE IMPORTANT JEWELERS. 
MEM. BROER, THEY, TOO, INSIST ON PROTECTED’ 
2)” PRICES. BECAUSE THEY DO, THEY'VE 
HELPED PUT ROLEX “ON THE MAP.” 


OYSTER PERPETUAL 


AMERICAN ROLEX WATCH CORP e 580 FIFTH AVENUE e NEW YORK 
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+ COBB + 


Friction Post Ear Screws 
for pierced ears 


i 


t CG 


Mode! 514 
Friction Post 


Ear Screw 


EES ~1el0] ab Avan late Mee )aahie)amielc- al-1a- 

Vio] 0mm 11-0 Go] o) eM a dieiiielall 0) am ae]: 

ositive spring action clutch holds securely, adjusts 

quickly and easily on smooth, non-threaded post — elim- 
Talehi--me-lelg-a lace Mela -10 ale) eum Rallemn ale |(e Ml ole) mle Ih. -- Ma 1-1014-14 


Ulallele-m 01a 


: 
ale meaclsaiclas 
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Model! 514 
z= 
i & 
ye 
< 
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a 
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Choose from the Cobb Col- 
lection the most com- 
plete line of friction post 
ear screws for quality ear- 
rings. Available in 14K, 
12K, 10K, GF and Sterling. 
Sold through jobbers every- 
where. 

















101 SABIN STREET 
PROVIDENCE 3, R. I. 





2? 





Dependable Performance is 
fhat makes it easier fo sell 


MRG. ROBERT E. AULT 
HOLLYwooe 26. CAvFoRMiA 





When the chips are down, a 
reputation for dependable 
performance is often the factor 

that closes the sale. That’s why 
dealers everywhere are discover- 
ing that Toastmaster appliances 
are easier to sell. The plus that 
makes Toastmaster appliances the 
preferred buy is their time-tested rep- 
utation for dependable performance. 
And profits are assured because 
there are no returned goods or serv- 
ice costs to cut into profits—they 
stay sold. We pledge that Toast- 
master quality and perform- 

ance will be maintained, fair 

trade or no fair trade! 








This letter on file at the Toastmaster plant 
is just one of hundreds received each year. 


FEATURING THE WORLD’S 
FINEST AND MOST COMPLETE LINE OF TOASTERS 


ae 
ie 


TOASTMASTER 
POWERMATIC TOASTER 


| 
| 
| 
| 
! World's finest toaster! 
| 
| 
| 
| 
| 


NEW TOASTMASTER 
TOASTER 


Fully Automatic— 
new design! 


TOASTMASTER 
1B21 TOASTER 


Priced to build 
traffic and sales! 





® No lever to press... 
lowers the bread, toasts 
it, serves it up high—all 
automatically! 

® The only toaster with 
Powermatic Action! 

® Superflex Timer... 
Toast Control Knob... 
crumb tray! 

Model 1816 $28.95 retail* 

3-slice TOASTMASTER 
Powermatic Toaster 


Model 1C4 $34.95 retail* 


New—already a Model 1C5 
best seller at many ‘ 
2895 


leading stores 


NEW 3-SLICE TOASTMASTER ‘“*"” 
AUTOMATIC TOASTER 


® Makes toast 50% *Toast Control 
faster . . . 3 slices Knob. 
instead of 2! © Superflex Timer... 
® Fully automatic. crumb tray! 


® Gives full-size perform- 
ance in 40% less space! 
© Toast Control Knob. 


© Superflex Timer... 
crumb tray. 


Now $16.95 retail* 


¢Smart contemporary 
Styling. 

© Superfiex Timer... Toast 
Control Knob. 

© Crumb tray . .. heavy 
chrome finish! 

Mode! 1824 $18.95 retail* 

$22.95 in copper* 


Call Your Toastmaster Distributor Now! 
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the PLUS greater than price 
TOASTMASTER 








AUTOMATIC APPLIANCES! 





HERE'S HOW THE TOASTMASTER PLUS PAYS OFF FOR YOU! 


SALES ARE EASIER — 
CUSTOMERS KNOW 
THAT TOASTMASTER 
QUALITY MEANS 
YEARS OF 
DEPENDABLE 
PERFORMANCE! 










THOUSANDS OF 
SATISFIED USERS 
ARE READY-MADE 
PROSPECTS FOR 
THE REST OF THE 
FINE-QUALITY 
TOASTMASTER LINE! 










NO RETURNS OR 
SERVICE COSTS 
TO KEEP NIBBLING 
AWAY AT YOUR 
PROFITS! 








































PLUS THIS GREAT NEW LINE OF QUALITY AUTOMATIC APPLIANCES 


TOASTMASTER AUTOMATIC FRY PANS TOASTMASTER | NEW TOASTMASTER | NEW TOASTMASTER 
2 large sizes... AUTOMATIC GRILL STEAM & DRY IRON DRY IRON 
one AND WAFFLE BAKER 


Light-weight for 
vented covers! ight-weig ° 


Two irons in one! 
i " easy ironing! 
e Makes perfect waffle 


, , Pr ®* Weig xnly 2 
servings for four at a eighs onl; 


pounds... perfectly 





ime! a : 

— } balanced for speed 
* Grills sandwiches, 5 without fatigue! 

‘ aneacect j —— 

secon, sausages: ——s— ® Easy-to-read fabric 


selector dial! 


? . 
light! ® Fabric selector dial cision thermostat! 
e Aluminum sole- 
plate—cast-in ele- 
ment 


¢ Cook igs gees from bacon 
to cake... perfectly! 

e The most proven precision 
temperature controls avail- 


a 


gives the right heat 
for every fabric! 


e Extra-capacity res- 








ervoir . . . perfect 





' 
p oe : heat control! 
O hot Spots or uneven tem- 
peratures! Model 8A1, 11” $19.95 retail’ Model203$34.95retaii* | ° sleteae ane 
@Iimmersible... popular Model 8B1, 12” $24.95 retail* TOASTMASTER element! — +r 
Square shape . . . automatic ere aon $3.25 and WAFFLE BAKER Model 482 Model 4A4 $1 1.95 
signal light! 25 retail* 


, : 
| 

| | 
| | | 
| | , 
| 
, : | 
: 
e Interchangeable grids! | 
Beer ee ie eacateRe ¢ Steam or dry iron- | 

Accuratetemperature | jing instantly at a ® Accurate tempera- 

| control with signal touch of the dial! ture control... pre- 
| | 
| | 
| | 
| | | 
| | | 
| | | 
| | | 


$16.95 retail* retail* 


Model 2D2 $21.95 retcil* 


TOASTMASTER 


**TOASTMASTER™ is a registered trademark of McGraw-Edison Company, Elgin, Ill., and Oakville, Ont. © 1958 


TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 


* Prices shown are suggested retail prives. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 


Silverman 


YES! THERE IS A 

DIGNIFIED METHOD OF 
CONDUCTING A SALE... 
WHETHER IT BE A RETAIL 
SALE OR AN AUCTION SALE 


Many jewelers who have high class cash stores and 
want to go out of business, or just run a cash raising 
event are hesitant about conducting a sale because: 
they ore atraid of ... 


|. So called borax sales methods. 


2. Loss of their good name and prestige. 
(Especially since they intend to continue to 
live in their community, where in most cases 
they have lived all their lives.) 


3. Loss of their very prized China, Sterling and 
Watch lines. 


It these jewelers would take the trouble to write to 
a few of the hundreds of jewelers of their type for 
whom we have conducted sales, they would know 
that our methods are such that their prestige and 
standing in the community will be enhanced rather 
than hurt. 


Only Silverman Sales—offers the following: . . . 
|. Guarantee of $ for $ Plus . . . After All 


Expenses on retail or flat sales. 


. Dignified, Realistic methods of selling your 
inventory to your customers. 


. A sliding scale of commissions according to 
volume. 


. A personal visit with no obligations to you. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 
Tel. Plaza 7-4693 








LETTERS... 


OUR MARKUP’S SHOWING: We are enclosing 
a card that came in the mail to us. [One 
side shows a merchandise display; the 
other says “your cost, $73.75; retails for 
$147.50.”] We cannot understand why the 
companies send such, open in the mail. 
Frequently we receive such advertising. 
Is there not some way that confidential 
discounts can be kept confidential? 
Grove City, Pa. D. S. PEDEN 


¢ ¢ Perhaps you have had this question 
before, but isn’t there something that can 
be done to discourage manufacturers and 
wholesalers from sending us cost and re- 
tail prices in the open such as this card 
enclosed ? 

We have received others of the same 
nature from time to time. We have trouble 
enough, as it is, from the widespread pub- 
lic impression that jewelers make too much 
profit. 
Greenville, Ohio ROBERT M. GRAY 
Gray’s Jewelers 


DISCOUNT SELLING: Your February edi- 
torial makes me ask myself again, as many 
times previously: How intelligent, how 
smart, how big a business man does it 
take to be able to see and understand the 
reason for discount price-cutting? If only 
the small, unknown manufacturers did it, 
I would be able to overlook their sins. 
But our best business brains? Mr. Miller 
certainly must sadly shake his head at 
such goings on. 
Hialeah, Fla. RICHARD E. ANTON 
Anton’s Watch Shop 


DIRECT SELLING: It may be that publica- 
tion in your columns of the following 
correspondence might strike a sympathetic 
chord among many readers in our in- 
dustry. The names used are fictitious. 


Letter from Superior Clock Agency to Albert 
S. Samuels Co., Oakland, Calif.—We are 
pleased to advise you that you have been se- 
lected to service Superior clocks sold to Super 
Market Stores, Inc., in your area through 
1958. Super Market Stores, Inc., has been ad- 
vised that you will service these clocks against 
original mechanical defects. ... We do not ex- 
pect you to have any difficulty servicing these 
fine clocks. 

We will send you a check for $2.75 for each 
Superior clock shipped to this company. This 
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is your “participation” in the sale. We sin- 
cerely hope this arrangement with Super Mar- 
ket Stores, Inc., will effect additional store 
traffic and additional sales for you. 

Letter from Albert S. Samuels Co. to Supe- 
rior Clock Agency—We would like to ask how 
many Superior clocks you expect to sell Super 
Market Stores, Inc., through 1958; in other 
words, how many times $2.75 are involved? We 
understand these clocks are not sold to Super 
Market Stores for resale but are given as 
awards for 25 years of service... . 

While we never like to turn down an honest 
dollar, we think it is a sad commentary on the 
jewelry business to see a manufacturer sell di- 
rectly to a consumer. We have not only Supe- 
rior Clock in mind but also products of other 
watch companies who go directly to such con- 
cerns as the motor industry, Standard Oil Co., 
Alberts Milling Co., Wheatena Co., Interna- 
tional Harvester Co., etc., all of whom are 
encouraged by the manufacturer to get by 
without any benefit to the retail jeweler who 
pays the freight in maintaining service depart- 
ments for them. 

You may be assured that we stand ready to 
cooperate with your good firm always, and 
await the information as to how many clocks 
are involved. 

Letter from Superior Clock Agency to Albert 
S. Samuels Co.—We do not know how many 
clocks will be sold to Super Market Stores in 
the San Francisco area through 1958. We hope 
they will use large quantities of clocks. The 
clocks sold to Super Market are awards for 25 
years of service only. All clocks have engraved 
plates attached to the base. 

Thanks for your kind thoughts regarding 
our handling of presentation orders through 
local jewelers. 


I hope to see your publication of this 
correspondence in an early issue. You 
will thus be rendering a real service to 
cure one of the too many evils and unfair 
trade practices of our industry. 

San Francisco, Calif. ALBERT S. SAMUELS 


Albert S. Samuels Co. 


TURKEYS: After reading the jewelers’ ads 
in the evening newspaper, I was depressed 
—Just about as much as I have ever been. 
I was ashamed to admit that I am in the 
jewelry business. And to think that the 
industry was looked up to in years gone 
by! We have several old-reliable firms in 
Louisville, but I didn’t see their ads in the 
paper. I wonder why. 

The other evening when my wife and I 
walked down Fourth Street we noticed a 
live turkey in the vestibule of one jewelry 
store. We remarked to each other: Has 
the jewelry business come to this? 


Louisville, Ky. FRANK P. NOELL 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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For someone very 
special... a radiant 
Linde Star Sapphire. 
Strikingly feminine, 

this radiant Linde Star 
Sapphire is gently 
clasped in an exquisite 
setting of 14K white 
gold, highlighted with 
clusters of tiny 
diamonds. From 


F. & F. Felger, Inc. 


be sure you get 
genuine 


LINDE 
STARS 


Beautiful Linde Stars are man- 
Th . made in Union Carbide’s Chicago 
e magnificent Sym- plant... cut and polished for 
thetic sapphires and  rilliance . . . carefully graded 
rubies that for quality and distributed 
through Linde’s exclusive dig- 
: tributors. AND because Union 
star in the lovely and Oarbide’s enanepecees a 
: . controls assure the 
exclusive designs of nthe Sane... a oo 
these leading manu- LINDE Stars... specify them on 
facturing jewelers your order ... be sure it 
appears on your invoice. 
* You can count on these manu- 
star all-ways in your facturers, the nation’s foremost 
me manufacturing jewelers, who 
profit-picture prefer LINDE Stars. 


NEW YORK CITY Murray Perkel & Ce., ST. Louis, MO. 
ine. Kinsley & Sens, Ine. 


ne 
D: id Sarki i ous 

ee av nm, ine. 

Coronet Jewelers William Sehnelder Of 3 cade Cs.. 

Davidson & Sons Jiry. Schuman & Donehi, Inc 


«» ERC. Bros. “te 7. 
E. S. Feinstein & Co. ——— a Co., Ine. ® . The Vietor 4 
Flyer Brothers Unt itermeyo , Robbin 

Rene S Cus Cranes Wax & Skoinik. _int. PENNSYLVANIA 

0 
oe oe So ee Ce. 
H. Glaser Co. BUFFALO, N. Y. 
Goldstein-Gerson Co. The Bock-Lewis Co. 
Green & Co., Jirs., ine. MA. Reich and Co. PROVIDENCE, R. I. 
Beajamin & Edward j Dolan & Bullock Ce., 
Gross Co., Ine. " CHICAGO, ILL. ine. 


Harry Guise Ed. Cain & Co., Ine 

we + el Co., ine _ Hirsch and Oppcnnelmer NEW JERSEY 

rvring Co. Elibogen Co. Acme Ring Mfg. Ce., 
S. Jollofsky & Sons, ine. 5" & ‘ — 

Kahn & Co. INDIANAPOLIS. IND. Church & Com 

Morris Kaplan and Sens Goodman and Com F. & F. Folger, ft 
Charles Koppel Ring Co. miNNEAPOLIS, sie oa Ring Mis. Ce., 
K. S. K. Jiry. Co., Im@. octpye and a a Jones & Woodland Ce., 
Mereury Ring Corp. Ring Specialty C ine. 


+ 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH. AVENUE. NEW YORK 36- COLUMBUS 5-26656 


*Linde is a registered trademark of Union Carbide Corp.--a synthetic gem 
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“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 


NEW! crom smith & smith 
vau steruncy CIGAR BOXES 





#15 — The PRESIDENTIAL — $165.00 
9” long, 614” wide, 34” high. Holds 50 cigars. Mahogany lined. 
#16 — The MAJESTIC — $142.00 
9” long, 614” wide, 24%" high. Holds 25 cigars. Mahogany lined. 


MAJESTIC HAS 
DOUBLE SALES ADVANTAGE 


#16 converts to a handsome Cigarette 
Box with removable partitions 
supplied. 


~ smith & smith 


All prices retail and include tax. NORTH ATTLEBORO, MASSACHUSETTS 


Subject to change without notice. Manufacturers of Sterling Silver Boxes of elegance 
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They're New... They’re 


Child’s charm bracelet in sterling silver. 
From Lenore Doskow, Inc., Montrose, N. Y. 
For $3.50 FTI. 


“Chroma,” a newly designed 1/20 12k yellow 
gold-filled bar pin, highlighted by four colorful 
scarab-cut stones. To retail for $7.50 keystone. 
From Admark, 714 Sansom St., Philadelphia. 


New Blancpain creation, said to have the 
smallest round movement in the world. Ap- 
proximately 17 carats of diamonds. From Tor- 
nay Watch Co., 75 W. 45th St., New York. To 
retail for $12,000. 


Electric “Zodiac” clock for any room in the 
house. 16” diameter. Gold-tone and black 
brushed with gold finishes. Movement guaran- 
teed for one year. $20 retail. From Syroco di- 
vision Syracuse Ornamental Co. 
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Yours to Profit By 


The “K-25 Capri” 8mm _ Rollfilm movie 
camera with f2.3 lens, direct reading and all- 
weather lock-on exposure light meter. “Just 
set the dial and shoot.” Keystone Camera Co., 
Inc., Hallet Square, Boston. $59.90. 


New automatic waterproof series named 
Seashark. This watch has 18-k gold-applied 
dial and 14-k gold case. For $124 keystone. 
From Lucien Piccard Watch Corp., 37 W. 47th 
St., New York. 


Authentic ship’s wheel clock of Honduras 
mahogany with contrasting inlay. Electric or 
8-day wind jeweled movements. Twenty inch 
diameter. About $49.50. Marine division of 
Howard Miller Clock Co. 

(more They’re New starts on page 85) 
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FOR OVER [aa 
50 YEARS 
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whose customers appreciate 
QUALITY 
ORIGINALITY 
and GOOD TASTE in 


Precious Gem Jewelry 


Inquiries Invited 


ate 
ae 


— 


Fi yy ae Cr Ss ; Jee 


ASSOCIATED WITH PREFORMED PARTS, INC 


FACTORY AND OFFICE N Y SALES OFFICE 
520 Bedford Road 515 Madison Ave 
Pleasantville. N. Y ey 23 


PROFITS UP 


WITH THE DISCOUNT BUILT-IN 


Keep your margin healthy and get 
compelling buying action at the 
same time! Telectro’s 2-Speed 
Tape Recorder pulls them in with 
its amazing low $79.95 price and 
high-style look. It sells! Look at 
these big extras — 

Luxury Look — Smart 2-tone carry 
case. Light, rugged, compact, eye- 
appeal plus. 

Push Button Control — Easy to 
operate — sells for itself on do-it- 
yourself demonstrations. 
2-Speeds—33,, ips for up to 2 hrs. 
recording time; 71% ips for added 


reel of tape and fidelity. 


take-up reel. — 
95 eng 


Higher 
in the 
West 





Complete unit — 
ready to record and 
playback. Includes 


deluxe mike, 1 hr 


A product of TELECTROSONIC CORPORATION 
35-18 37th Street, Long Island City, New York 
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leg: ADJUS ABLE Se 


With Gemex Adjustables, you reduce your 
inventory without reducing your selection 
of styles! Each Gemex Adjustable is actu- 
ally five sizes in one! 

With Gemex Adjustables, you save sales 
because you always have the size your cus- 
tomers want in the style they choose. And 
how they appreciate this ease of buying 
and freedom of choice! 


With Gemex Adjustables, you have perfect 
fit for everybody including in-between 
sizes. You have foolproof adjustability; the 
links lock in place without tools. And you 
have a complete selection of today’s best- 
selling styles! 


CGEMEX 


CORPORATION «+: UNION, N. J. 


6137, W—Gemex CARIBBEAN—Jeweler’s Cost—$3.30; Consumer Value—$7.95 rr: 


4477, W—Gemex DANSANT—Jeweler’s Cost—$4.50; Consumer Value—$9.95 er: 


496Y, W—Gemex JOLIE—Jeweler’s Cost—$4.05; Consumer Value—$8.95 rr: 


4337, W—Gemex RHAPSODY — Jeweler’s Cost — $3.90; Consumer Value — $8.95 rr: 


4677, W—Gemex JEWEL—Jeweler’s Cost—$4.50; Consumer Value—$9.95 er: 


PLUS many other 
slim-as-a-ring ladies’ 
telescopic styles, and 
a fine selection of 
men’s adjustables. 


4807, W—Gemex SILHOUETTE—Jeweler’s Cost—$4.05; Consumer Value—$8.95 Fr: 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1958 





anteed unbreakable: balance staff and S anteed unbreakable balance staff and 
‘mainspring. Chrome top, stainless back, — mainspring, all stainless steel case, with 
with. leather strap, ee ee leather strap. 


17 jewels, — anteed weer pool, is guar- ne 17 jewels, qusrantced rot sea * guar- ST $ eat ®Q) 


‘ 
te 


$7 30: 17 ae automatic sclfwind: water- 
proof,* guaranteed unbreakable bal- 


ance staff and mainspring, chrome 
top, stainless back, leather strap. 


o 


Now: LOWEST 
PRICES EVER 


on 1'/-jewel waterproof” watches 


( These prices in effect from appearance of this ad until May 31) 


CROTON WATCH CO. JCK 
404 4th Avenue, New York 16, N. Y. 

Please send me the following Sussex watches: 

Quantity Model Price Quantity Model 

Resistal ea. 8.90 _____Resistal /S 
Watermatic ea. 12.30 ae 

Boxes ea. .60 


Set your own price on these handsome and reliable 17-jewel 
lever movement wrist watches—every one with guaranteed un- 
breakable balance staff and mainspring, radium dial and sweep 





second hand, guaranteed waterproof* and shock-resistant. 





Increase store traffic . . . increase your profits... with the Sussex. 


: . , SUSSEX WATCH DIVISION OF 
also specially priced 


for quick selling. } RO ; O NI 
City State 


*providing case unopened, crystal intact 406 Gi Avemme, Mew Teese UG, NF.  cccccccccccc cs ccseccedecccscccctecsestccccccencccese 


Name 





Timer shown above 


(please print) 


Store Name 





Address 
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NEW DESIGNS 
LaMode jewelry, nationally 
cn SUP advertised in LIFE maga- 


zine. See your wholesaler 


RIPLEY & GOWEN CO., Inc. about the new designs now 
Attleboro, Massachusetts available. 


irons and Russell’s 


EMBLEMATIC RINGS 


Eastern Star with 5 spinels, 10 K 
gold and synthetic stone points. 


No. R850 
$36.00 each Keystone 


Rainbow Girls, beautifully en- 
ameled, 10 K gold. 


No. R818 
$14.25 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 


MAY BAND OF 
THE MONTH 


Classic simplicity marks May's many handsome designs with 
Band of the month. Mark Vil = straight or curved ends to fit 
men's bands are styled in any style watch. 


Ask your wholesaler to show you our complete line of men's, 
ladies’ and children's watchboands and expansion idents. 


CATALOG NO. 703 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


ag ¥ Kosary 
of the Wlonth 7 


Catamore Rosaries ... 
handsomely crafted of pre- 
cious sterling silver and the 
finest rosary beads. Distinc- 
tive . . . beautiful eriginal 
designs. Sales are bound to 
increase—and profitably. 


R320/8 Sterling. Men’s 
black round bead ro- 
sary. Retails $8.55. 


Our Low 


Catalog... 


A complete line of stock 
jewelry boxes. Over 80 ex- 
amples of superior Mason 
design. Available to retail 
jewelers through your 
wholesaler. 
Manufacturers and 
wholesalers: A note on 
your company letterhead 
today will bring your 
copy of this new cato- 

log and price list by 
return mail. 


523 MT. HOPE STREET, ATTLEBORO FALLS, MASS. 


Remembrance Bracelets 


in a wide variety of chain designs 


Available in Sterling Silver ,.* 
ae K.G.F.°10K and 14K gee aed 


ba, o* 5... 


AUTOMATIC CHAIN COMPANY 


PROVIDENCE ® RHODE ISLAND 


NEW YORK CHICAGO LOS ANGELES | 





STOP WATCH #75. Starts, stops, returns to zero with 
successive pressures on the crown. Registers up 
to 30 minutes with 1/5 second timing. Great for 
sportsmen! 7-jewel, chrome case. $27.50 
(Keystone $26.40) 


ev eepneveeveaesepeepeepwneveeeaneenee © @ 


1/10 SECORD TIMER #95A. A fine industrial watch. 
Registers up to 15 minutes, with accurate 1/10 


second timing. Starts, stops, returns to zero by 


successive pressures on the winding crown. 
7-jewel, chrome case. $27.50 (Keystone $26.40) 


of 


CROWN AND SIDE SLIDE TIMER #96A. A must for football 
and basketball officials (and fans!) 1/5 second 
timing. 30 minute register. Side slide starts and 
stops second hand. Crown pressure returns it to 
zero. 7-jewel, chrome case. $27.50 


(Keystone $26.40) 
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SPECIAL DUTY RAILROAD WATCH #107A. Tough, unbeat- 
able Croton parts, set in a gleaming nickel case. 
Clear, distinct dial for accurate time checking. 
Any railroad man would be proud to own one. 


17-jewel. $35.00 (Keystone $29.80) 


DECIMAL TIMER FOR INDUSTRIAL USE #98. The perfect 
industrial watch! Measures the minutes in por- 
tions of one-hundred units. Operated by side 
slide and crown . . . slide starts and stops the 
hands, crown returns hands to zero. Registers 
30 minutes. 7-jewel, chrome case. $27. 


(Keystone $26.40) 


CROWN AND SIDE PIN TIMER #97A.Successive pressures 
on the crown start, stop and start this watch 
again. The side pin brings the hands back to 
zero. 1/5 second timing, 30 minute register. 
Time-out feature makes this watch vital to 
scientists, engineers, technicians, mechanics. 
7-jewel, chrome case. $27.50 (Keystone $26.40) 
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Show customers this page; 
it’ll help you sell 
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technical ; 
watches 
or 
every 
special 
need 
CROTON 


404 Fourth Avenue, New York, N. Y. 


CHRONOGRAPH #102. Wonderful for servicemen, 
all sportsmen. Features: a telemeter, tacho- 
meter, continuous running second hand, start 
and time out button, return to zero button, 1/5 
stop watch scale, minute recorder and record- 
ing hand! Waterproof, shock-resistant. 17-jewel, 
al cuinin steel case, fine leather strap. $15.00 


(Keystone $63.80) 


‘ ALERT #52. A wonderful gift for travelers! Just set 
. small red hand to hour desired...and alarm rings 
; automatically! Waterproof,” shock-resistant. 17- 
: jewel, steel case, leather strap. $58.50 

‘ (Keystone $51.80) 


* waterproof providing case unopened, crystal intact. 


CROTON WATCH COMPANY, 404 Fourth Avenue, New York, N. Y. 

Please send me the following technical watches: 

(illustrated) Stop Watch #75____1/10 Second Timer #95A_____Crown and Side Slide Timer #96A 

Crown and Side Pin Timer #97A Decimal Timer #98 Railroad Watch #107A 

Alert #52 Chronograph #102. 

{Not shown) ____ Yachting Chronograph #103. Same as #102 with special additional timing feature. $85.00 
(Keystone $67.80) Chronograph #127 Official watch of air pilots! 12 hour recorder. 
Waterproof, shock-resistant stainless-steel case. $120.00. (Keystone $91.80) 

Name Store Name. oe 

PLEASE PRINT 


Address 


as eee eouneuanenene ———— 











State ee ee Sa 


_Zone__ 


WATCH COMPANY 


Railroad #107A, Alert #52, and Chronographs guaranteed unbreakable balance staff and mainspring. 
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JUST IN TIME 
FOR FATHER’S DAY 
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ZIPPO Profit Panel PP-630 

3 No. 200 Brush-Finish Chrome 
Lighters @ $3.50 

Display panel 

Your cost 


Your profit per panel 


ZIPPO Slim-Lighter Display Panel SL-855 

3 No. 1610 High-Polish Chrome 
Slim-Lighters @ $4.75 

Display panel 

Your cost 


Your profit per panel 


2 new Zippo Profit Panels 
to boost your lighter sales 


Pop...Dad... Daddy... Father, his big day is coming soon. 
So be sure you are well stocked with a complete line of Zippo 
lighters. A Zippo is as dependable as Dad himself. That’s 
why a Zippo is the favorite Father’s Day gift. 


Z/PPPO) THE LIGHTER THAT WORKS OR WE FIX IT FREE 


Zippo Manufacturing Co., Bradford, Pa. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ontario 
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HISTORY OF THE BALL CO. 


Webb C. Ball 1847-1922. 


Every achievement in this world, however important it may 
become, can be traced back to one man, to one day, and to 
one decision which that man made on that day. 

In the case of The Ball Company, the man who made the 
eventful decision was young, only 22 years old, and his name 
was Webb C. Ball. The day was 89 years ago, in 1869. What 
Webb Ball did was to apprentice himself to his home-town 
jeweler, George D. Lewin, of Fredericktown, Ohio (first year’s 
pay: board and room; second year’s pay: $1 a week). 

Other leaders of industry, Mr. Ball said years later, “may 
have been born with silver spoons in their mouths; I was born 
with mush.” If so, there was plenty of grit with that mush. 
During his apprenticeship, Webb applied himself so diligently 
at the bench that the doctor worried about the state of his 
health. It would have to be out-of-doors work for a while. So 
young Ball got a job with a horse dealer and saw quite a bit 
of the Mid-West, traveling back and forth between Minnesota 
and Wisconsin. 

Six months later, his health restored, Watchmaker Ball de- 
cided to learn the jewelry business. He worked for Stone & 
Greggery in Mount Vernon, Ohio. Later the same year (1872) 
he accepted employment in Cleveland with another jewelry 
store, Whitcomb & Metten—and with this move his career 
began to take shape. That city and that jewelry business were 


(please turn to page D) 

















THE NEW BALL PARK 
7101 N. Lincoln Avenue 
Chicago 46, Illinois 


Every one of the 24,000 
square feet in the new home 
of The Ball Company is devoted 
to the purpose of delivering 
better service to the customer. 
Even the parking lot, accommo- 
dating 45 cars, offers comfort- 
able, expense-free parking for 
jewelers who have immediate 
needs for any of the over 75,000 
different items stocked here. All 
on-the-spot orders can be 
promptly assembled through the 
efficient order-filiing facilities 
installed in this all-on-one-floor 


building. 


The diamond room in this 
completely air - conditioned sci- 
entifically-lighted structure, is 
most unique . .. But — there 
is so much to be told about all 
the departments and facilities 
of The Ball Company’s new 
park-like home that we are un- 


able to even touch on them here. 


Why not make a point of 
visiting the new plant? It will 
be a revelation to any retail 
jeweler. Why not give the proud 
occupants of this new jewelry 
distributing facility the oppor- 
tunity to show you around? 
You will be welcomed — any 


time. 














a Dig league 
DEVELOPMENT ON 


DISTRIBUTION 
IN THE MID-WEST 


There comes to everyone, at those rare, unpredictable 
periods during his life, the enjoyable sensation of pride of 
accomplishment. The more that others have contributed to 
that successful achievement, the more satisfactory is the 


experience. 


Thus, the culmination of our long and carefully planned 
move to larger and more efficient quarters is of great sig- 


WEBB C. 





BALL Il 





nificance to me. For, this 
could not have materialized 
without the support of a loyal 
group of suppliers of high 
quality merchandise, willing 
(if I may use the handy meta- 
phor) to play ball in every 
way for the combined benefit 
of all parties — the supplier, 
the distributor and the re- 
tailer. 

Implementing the big league 
policies of the suppliers are 
the other members of our 
team, our employees whose 
combined years of service at- 
test to their loyalty and ex- 
perience and their dedication 
to service in the interest of 
the retail jeweler. 


This new plant of ours is designed to add still further to 
the efficiencies of our organization. 

It is dedicated to better business—greater profits in the 
jewelry trade throughout the areas we are privileged to serve. 


Web oes = 


PRESIDENT 
THE BALL CO. 


MEET THE OTHER MEMBERS OF THE BALL TEAM 
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NEW BALL PARK 


NEW! 
LUXURY JEWELRY WARDROBER 


PLUS Anson's best-selling 3 piece set 


for HOME or TRAVEL $ 9% 
A TREMENDOUS VALUE... 
to sell for only 
Fed. Tax included 


LOADED WITH EXTRAS! 

Customer’s choice of 12 top-selling sets e Luxuriously 
fitted all-steel wardrober chest, useful for home and 
travel ¢e New snap-tight gold plated lock e Choice of 6 
smart colors « Choice of top quality leatherette cover- 
ing in Morocco, Alligator, Ostrich, Lizard or Kid. 


e@ FREE ILLUMINATED MOTION DIS- 
PLAY. Fits small space, with inter- 
changeable display cards. FOR 
FATHER’S DAY, GRADUATION, USHER 
GIFTS and all year-round sales. 


@ FREE AD MATS with interchangeable es | A fs 
headings. | para Om I 


Order this EXTRA PROFIT Unit Today! 


Your Cost $36.00 
UNIT 512/58 — |2 Total Retail 83.40 


Asst. Wardrobers com- 
Total Fed. Tax 4.20 
plete with 3-pc. set (You pay tax on jewelry only) 


plus FREE motion dis- 
ai aac aaa Your Profit $43.20 
(this profit represents a BONUS of 
$7.20 above keystone profit) 


ADVERTISEMENT 





these three 
COACH THE 
TEAM THAT 
WINS FOR YOU 











HISTORY OF THE BALL CO. (continued) 
to prove important to Mr. Ball in the days 
that lay ahead. With four years’ experience 
under his belt by 1873, Webb Ball decided it 
was time to go into business for himself. So 


Watchmaker and Jeweler, 


LAE arse prencpis sf MT. GILEAD, o. 


Rew if Bh dt « Bow sed Rhee Bore 


he ordered his first business card from the 
printer. It read: “Webb C. Ball, Watchmaker 
and Jeweler, Mt. Gilead, 0.” A then-fashion- 
able printer’s hand pointed toward the words: 
“Watches, Clocks and Ladies’ Jewelry, 
promptly and satisfactorily repaired.” Small 
type at the bottom added: “Room in C. Shedd’s 


(please turn to page F) 
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| left 
=, ARNOLD PRICE 


Vice president-sales 


center 
C. W. KNIGHTS 
Vice president-finance 


right 
W. E. RUTHHART 
Vice president and Secretary 


All are versatile, 
but each serves 


as a specialist 


These are the men who, with Webb C. Ball II, 
make up the executive committee and who shape 
the policies of the company. It is particularly 
significant that these men who, along with Webb 
Ball, made the decisions for modernizing the 
facilities of the company, reached that decision 
not so much through reasoning applied on the 
strict principles of modern business but in the 
light of years of specialized experience in jewelry 
distribution. 

This new building is not merely a structure de- 
signed by an architect in the use of building mate- 
rials but a service facility planned and executed 
on the basis of its potentials to function in the 
interest of retail jeweler customers, providing 
better service and cost-saving efficiencies. 

Actually, the history of the vice president in 
charge of sales, Arnold Price, epitomizes the 
philosophy behind this new home. For his busi- 
ness career has involved responsibilities in virtual- 
ly every phase of The Ball Company operation. 
He has spent his entire business career with the 
firm. Starting in the financial department in 1922, 
he was elected treasurer in 1934, a company direc- 
tor in 1944, and at that time was named vice 
president in charge of sales. Currently responsible 
for all sales, advertising and promotions, his sales- 
men operate in all 48 states. 

Considering the importance of diamond mer- 
chandising in today’s jewelry store, it is interest- 
(please turn to page G) 
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NEW! : 
TWIN-LOCK IDENTS 


IN 12K GOLD-FILLED 
or STERLING SILVER 


10" 
to retail from 


New patented Twin-Lock Idents are guaranteed for 
life... because they can't rust .. . no moving parts can 
get out of order. Engraving on front and back brings 
extra profits. All year round gift item for men, women, 
children — magnificently boxed. 50/50 co-op ad plan. 
Free mats. ® Trade-Mark 


YOU CAN ORDER INDIVIDUAL IDENTS FROM UNIT 807/58S 
in Regular and Large sizes 
MEN'S LADIES’ 


SSS 1a gg MSM cio gy | MESM siggy CERO cress 


Sterling Silver— Sterling Silver— Sterling Silver— ing Silver— 
807BS6 (R) 807DS6 (®) 807HS6 (R) $11.50 


807FS6 (R) 
go7ess a) $16.50 go7psga) $13.50 | gorrsea) $1250 so7usew | 
12 Karat Gold Filled— 12 Karat GoidFilled— | 12Karat Gold Filled 12 Karat Gold Filled 












pn 
gic : 
writ TWIN-LOCK KEY PROTECTOR 






a great success at $2.50 retail 





Keeps ignition key (or home key, deposit 
box key, club key, etc.) separate from other 
keys. One click it’s removed, another click 
and it is back, safely, securely. A sell-on- 
sight item! Order it today! 










UNIT 810/58K — 12 Asst. ALSO AVAILABLE: 


$2.50 Key Protectors (6 
Gold Plate, 6 Rhodium) with | Emblematic Key Protectors 


FREE counter display. $3.50 eo. retail 


Your Cost $1 5.00 Sterling Silver Key Protectors 
Total Retail $30.00 $5.00 co. retail 


Page E 



































BALL PACKAGING 


Ball Packaging noted for its excell- 
ence, uniformity and individuality 
is designed and crafted by 


BUFFINTON 


OF 


PROVIDENCE 


Thus, the retailers display of Ball 
jewelry, is made more impressive— 
his sales are stimulated 


+S. 


BETTER 
BOXES BY 


Bufinion 


F. H. Buffinton Co., 134 Thurbers Av. 


Providence, R. I. 
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When your Ball 
salesman spreads 
his selection of 


SAMSAN RINGS 


Genuine and No. 3933 10K yel- 


synthetic Stones - low gold, set with 
— Emblematic 2 white Zircons, 


Birthstone Rings end 2 synthetic 
Aquomarines. 


he is showing the "cream of the mar- 
ket," for SAMSAN excels in outstand- 
ing values in 10K and 14K rings for 
men and women. 


SAMSAN CO.., Providence, R. I. 


established 1925 











HISTORY OF THE BALL CO. (continued) 


Boot and Shoe Store” (his first small enter- 
prise occupied part of a Main Street shoe 
shop). 

Handbill advertising (see picture) stressed 
the fact that Mr. Ball was a practical watch- 





An announcement for Mt. Gilead, Ohio. 


maker and jeweler, newly arrived from Cleve- 
land. He promised thorough, workmanlike re- 
pair service, with warranted satisfaction. 
Charges would be “reasonable, and for nothing 
more than the actual necessary repairs.” 

The Mt. Gilead venture was brief, because 
Bowler & Burdick of Cleveland signed up 
Webb Ball as their first traveling salesman. 
A couple of years later he became business 
manager of the Deuber Watchcase Co., Cin- 
cinnati, for which he worked between 1875 
and 1879. Those were hard times, so to perk 
up business Mr. Ball suggested an attempt 
to sell watchcases in the East. The company 
let him try it. He made a successful trip to 
New York. 

By now (1879) Webb Ball was 32 and 
the depression was turning into “Gold Re- 
sumption Prosperity.” He went back to Cleve- 
land to buy out one of the partners in Whit- 
comb & Metten, the jewelry business for which 
he had worked as a clerk seven years before. 
The store name became Whitcomb & Ball. A 


(please turn to page J) 
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COACHES (continued from page E) 


ing to note that much of his reputation was made 
as a result of sustained and intense interest in 
diamonds. “Years back,” says Price, “‘I devoted 
a lot of time to traveling with the diamond line, 
with and without salesmen. Now I have the satis- 
faction of looking back and seeing our diamond 
business grow to where The Ball Company is 
today a major factor in the diamond industry of 
the United States.” 

Price modestly dismisses questions regarding 
one of his activities in the line of advertising and 
promotion—the Target Club mailings. But it is 
actually Price who plans these mailings from the 
selection of the merchandise through the develop- 
ment of the idea to the mailing itself. Target 
Club bulletins are sent out monthly or at more 
frequent intervals as the opportunity for profit- 
able ideas and items present themselves. One can 
sense that this veteran salesman finds in these 
contacts with the trade at least a partial satisfac- 
tion for his desire to keep in touch with the trade 
and be of service to his many friends. 

During a period such as business is now experi- 
encing, it is interesting to observe that so many 
of the members of the executive committee of The 
Bait Company started their careers and estab- 
lished their reputations as successful financial 
men. C. W. Knights, vice president and assistant 
treasurer, began with the then-existent Ball 
Company in Canada in 1921 as an accountant. 
In the same capacity, he transferred to Chicago 
in 1923; became vice president and assistant 
treasurer in 1944. 

A man obviously modest, successful and sure, 
with the charm of one who knows his field and the 
function of his company, he sums up his business 
activities with the company by saying: “About 
all you might say of my responsibilities is, that I 
assess the results of the business and deal with the 
final financial picture.” 

W. E. Ruthhart, secretary of The Ball Com- 
pany, vice president, director and member of the 
executive committee, is making “a garrison finish” 
on a brilliant business career devoted almost en- 
tirely to The Ball Company. The physical struc- 
ture, which is the new home of The Ball Company, 
and the monstrous operation of moving the com- 
pany are a monument to his efforts during the 
past year, when most of his time was devoted to 
that particular job. He gained the breadth and 
depth of experience which characterizes execu- 
tives of The Ball Company and this background is 
reflected in the practicality of the new layout. 
(Ruthhart was formerly in charge of personnel 
and salesmen.) In 1925 he was named secretary 
of the company and subsequently became a di- 
rector and vice president. 














SPRINGTIME 


NEW 
BUSINESS 


WITH... 
NEW BASIC SETS— 


New combinations of basic place setting 
pieces plus the most popular serving pieces 
in your best-selling silverplate—“1847”"! New 
Basic Sets give your customers what they 
need and want for today’s living! 


Sets for 6, 8 and 12 in smart new pack- 
aging at new low prices. Full profit to you! 


FREE 
COUNTER 
MERCHANDISER 


Complete “1847” 
department features 
Basic Sets, shows 
patterns, variety 

of sets 

and prices. 

FREE with 


purchase of Lf id —T : 
No. 103 edi % 
Unit shown. y = 


a 


x 
ee 
ata: 
hg 
Saks 


1847 ROGERS BROS. 


America’s Finest Silverplate 
Made only by The International Silver Company 


WE LIKE 
THE BALL 
COMPANY 


REMEMBRANCE 
pee 


HERITAGE 
DAFFODIL 











Congratulations fo ihe 
BALL COMPANY 


one of our Selected Distributors 


Makers of America’s Finest 
Gold Filled and Sterling 


Jewelry 


Designed for fine retail 
jewelers only 


VAN DELL CORP. 


Providence, R. |. 




















congratulations 
to the BALL Company 
on its up-to-the-minute 


new plant 


SETH THOMAS 


Masterpieces in Time Since 1813 


GT 
Division of GR Corporation 








ADVERTISEMENT 


THEY PLAY THE 
GAME HARD 
FOR YOU 


The jewelry business is a business of jewels, 
gems, precious metals, timepieces, tableware, elec- 
trical appliances, and 
objects of art—all de- 
signed for gracious 
living. 

The business of the 
retail jeweler is the 
business of selecting 
and offering such cre- 
ations to the public. 
The skill with which 
he selects and pro- 
motes his wares deter- 
mines the degree of 
his success. The more 
counsel he has, the 
better the sources of his information, the more ex- 
pert help he can tap 
—the more easily the 
retail jeweler can 
achieve his goal. 

Salesmen of The Ball 
Company bring to the 
retailer a screened 
selection of merchan- 
dise. And the most im- 
portant part of this 
screening is the ““mak- 
ing up of lines” by the 
respective department 
heads at Chicago. 

Because these de- 
partment heads contribute so much to the retail 
jeweler, there is sig- 
nificance to their eval- 
uation of the facilities 
to be found in The Ball 
Company’s new home. 

W. S. Ruthhart, 
watches and jewelry 
department manager 
and buyer, is looking 
forward to more re- 
warding results for 
his department in its 
new location. He says: 





W. S. RUTHHART © 
watches & jewelry 


A. P. HENDRY 
silver, clocks, appliances 


_a 3 
JIM KNOX 
diamonds 
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These are the men who 
head up the departments 
that carry the Ball merch- 
andise to the retailer 


“The biggest benefit for our department is the 
new storage and inventory facilities. 

“We have a larger 
~~ vault and more shelv- 
_ ing, and this naturally 

_ makes for faster, more 
selective stocking and 
more merchandise. 
There are better 
watch shop and as- 
sembly quarters, and 
of course the new 
lighting will be a 
great help. 

“We have acquired 
new personnel and 
have replaced others in order to get better per- 
formance. In short, practically everything has 
been improved by the 
move.” 

A. P. Hendry, man- 
ager and buyer for 
silver, clocks and ap- 
pliances, says, “I am 
particularly happy 
about the prospects. 
As I see it, our de- (ie 
partment will benefit di 
most. Up to now, our 
inventory was _ split 
between our old offices 
and a warehouse. 

“Now, with all our inventory under one roof, 
we can maintain split-second merchandising con- 
trol. This will eliminate a lot of paper work and 
‘ruesstimates.” Now, instead of being at the 
mercy of the ‘human element,’ we will be able, 
with modern equipment to provide customer ben- 
efits heretofore impossible. Now an order for 
various goods can be filled and sent in one pack- 
age rather than several; greater satisfaction to 
the retailer and savings on shipping charges. 

“We are all enthusiastic and happy with our 
improved working quarters but the real satisfac- 
tion will come in the volume and the dollar values 
that the new building will bring our retailers.” 





ED F. BOES 


rings 


RALPH MILHENING 
fine jewelry 
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Congratulations to 


THE BALL COMPANY 


and best wishes for continued success 


MUIC 


DIAMOND RINGS 





the fabu lous 
patented 
GEM-ON-GEM®* 


toataure-glo setting 








LEADS 
THE 
LEAGUE 
ON EVERY 
are SCORE! ain 
ee Feature the exclusive 
Emerald Fear4 patented 
GEM.ON.GEM Feature Lock 
& 


coming up soon! 


a standout for any “diamond” 


FEATURE RING COMPANY, INC. 
130 WEST 46th STREET + NEW YORK 36, N. Y. 
World’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


Feature Lock and Gem-on-Gem are Reg. T.M. of F. R. Co., Inc. 
Emerald Fire—-T.M. and Pat. applied for 
Feature Lock Pat. #2507348 Gem-on-Gem Pat. $2774231 
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MIRACLE 
DIAMOND RING 


congratulates 


theDALLCOMPANY 


Upon reaching another 
milestone in its 


progress program. 
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THEY PLAY THE GAME (continued) 

Certainly, the retail customer will want to 
know what the move means in terms of the dia- 
mand department. Of that Jim Knox, manager 
and buyer for diamonds, says: 

“We will offer better values and better service 
because of increased efficiency. Before, because 
of the uneven volume of business which char- 
acterizes the jewelry trade there were times when 
we were not always able to get goods out as fast 
as we should have to every one of our customers. 
Our shipping facilities were often overloaded. 

“As for the quality of our department today, 
and as an example of other efficiencies, we can be 
tremendously more accurate in color-grading dia- 
monds because of our engineered lighting system. 
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with perfect style and 
timing ... is the jewelry 
league’s leading sales- 
hitter and wins the 
“CLEAN-UP” spot at 
“THE BALL” PARK! 


SEMCA ... America's foremost manufacturer 
of clocks for home, office and travel is a star 
performer on THE BALL TEAM of America's 
foremost jewelry products. Always colorful, 
exciting, and accurate ... the "BALL PARK" 
in Chicago provides us with a tremendous new 
backdrop for the fastest-selling, most profit- 
able clocks in the industry. 


semca clock co. inc. 
Manufacturers of Phinney-Walker Clocks Since 1/915 
30 Irving Place, New York 3, N. Y. 


Canadian Branch—Semca Clock & Watch Co., Ltd., 103 Richmond St., 
East Toronto |, Canada 





HISTORY OF THE BALL CO. (continued) 


newspaper item telling the news said: “Mr. 
Ball is, we believe, a comparative stranger, 
but brings with him a fine reputation and a 
large and critical knowledge of the watch 
business.” 

Later that year he bought out the other 
partner’s interest, and the firm became “The 
Webb C. Ball Company.” It shared store-space 
with an optician. Its equipment consisted of 


First Ball Building, Cleveland, in 1890. 


one watchmaker’s bench and two showcases. 
Its bookkeeper was Mr. Ball’s brand-new bride. 

It was a friend’s backyard observatory that 
spurred Webb Ball’s lifelong interest in exact 
time. He set his watch there and began 
dreaming of timepieces that could approach 
the precision of the stars. With adoption of 


(please turn to page L) 
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“With the new lay- 
out and new equip- 
ment —a Baushe & 
Lomb Gemolote, a mi- 
croscopic and binocu- 
lar magnifier, are typ- 
ical examples — we 
shall now be able to ~ 
assure our clients of ~— 
precisely what they 
want. With more room . 
in which to operate, E. J. SPRINGER 
we shall be able to credits 
lower our costs for 
loose diamonds. 

“Our operation has been further improved by 
our association with 
Ralph Milhening, a 
name long and hon- 
orably known in the 
ring business. He has 
had 20 years’ experi- 
ence in the manufac- 
ture of fine jewelry. 
Our ring department 
has been combined 
with the diamond de- 
partment — and this 
provides increased 

accountant efficiency through the 
sharing of facilities by such closely related lines 
as diamonds and rings.” 

Speaking of rings, Ed F. Boes, manager and 
buyer for that department, says: 

“Because of our greater facilities, we are able 
to put into effect our plans for a larger, more 
varied inventory of the latest in ‘new look’ designs 
in ladies’ and men’s stone-set rings. With more 
space and a larger vault, we are ready to give 
immediate service in staple patterns and 24- to 
48-hour service on other goods. 

“I do not hesitate to assure our clients that, 
with the abundance of new styles making them- 
selves evident, such as the Linde synthetic star 
stones and other new patterns of fashion, we are 
going to be ready.” 

E. J. Springer, credit manager, says: 

“The new place will enlarge our facilities and 
information for credit. We will be able to store 
more up-to-date, significant information in our 
files. General working conditions here present an 
improvement and we will do a bang-up job, which 
will improve our dealings with customers. Of 
course when we were down in the Loop we regu- 
larly attended credit meetings of business groups; 
we will still attend those meetings. One of the 
major benefits out here is that we will be able 
to develop better relationships by personal contact 
with customers who visit our new home.” 





HAROLD YOUNG 











Teamwork 
pays off for 


you when 


YOUVE 








ARISTOCRAT 
OF WATCHBANDS 


will be nationally advertised in America’s most 


important magazines — to pre-sell this profit- 
making line for jewelers. 


FORSTNER, INC., Irvington 11, New Jersey 


Showrooms: 320 Fifth Ave., New York 1, N. Y. * 29 E. Madison St., Chicago 2, Ill. 
Forstner (Canada) Ltd., Sherbrooke, Quebec 
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[araflame 


NEW! 

e Fingertip 
adjustable 
flame! 

e Fuels in 
seconds! 

e Lights for 
months! 

Full year free service policy! 


Shaves Closest... 
Fastest...with the 
Lightest touch of all! 


RONSON CORP., 31 FULTON ST., NEWARK. N. J. 





Scoring Hit After Hit 


with the grandstand crowd as well as 
the bleachers ... since 1895! 


Designers and manufac- 
turers of the country’s 
outstanding values in diver- 
sified and custom-made 
products ... exclusive col- 
orful plastic boxes, standard- 
of-the-industry paper and 
satin-lined jewelry boxes, 
flannel bags and rolls for 
silverware, trays and show- 
and-sell displays. 


Buffalo Jewelry 


Case Co., Inc. 


Factory and General Offices: 


701 SENECA STREET ¢* BUFFALO 10, N.Y. 


ARDEN JEWELRY CASE CO. 


Plastic Watch Box Division 
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THE MANAGERS OF 
THE 3 BRANCHES 











HISTORY OF THE BALL CO. (continued) 


Standard Time in 1883, Ball was the first 
Cleveland jeweler to use the time signals sent 
by wire from the Naval Observatory. Ball was 
also the first Cleveland jeweler to buy a chro- 
nometer. “Ball’s time” by now meant accur- 
ate time in northern Ohio. When Cleveland 
adopted Standard Time in 1890, the mayor 
named Ball “keeper of the city time.” To let 
everybody know the right time, Ball ordered 
the firehouse bells to ring at 11:55 A.M. and 
stop exactly at noon. 

April 19, 1891, was a red-letter day for 


ma tar 


Its wreck, in 1891, saved many lives. 


railroading and Mr. Ball’s place in American 
history. A head-on collision near Oberlin, 
Ohio, took 11 lives . .. because the watch 
used by one of the engineers had stopped four 
minutes and then resumed running. Witnesses 
blamed the accident on the crewmen’s watches, 
“the cheapest kind and in bad condition.” 

To avoid more such tragedies, Mr. Ball 
suggested a plan to the president of the Lake 
Shore & Michigan Southern Railroad, now 
part of the New York Central. Why not 
establish an inspection system for railroaders’ 
watches? Mr. Ball was authorized to do so 
for the LS&MS. 

That was the start of the Time Inspection 


(please turn to page O) 
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WENDELL WHITE, JR. 
Manager, Los Angeles 


All areas of U.S.A. 
will benefit from 


the new Ball park 


Branches West, North and South help the Ball 
Company give efficient service nationally. Im- 
provements at Chicago will now enable the other 
offices to serve even better. 

At Los Angeles, the Ball Company of California 
operates at 610 S. Broadway. Wendell White man- 


WALLY WIGEN 
Manager, Minneapolis 





CHICK WIRIDEN 
Manager, Charlotte, N. C. 


ages the Ball team here which includes his son, 
Wendell White, Jr., Jerry Josephson and Larry 
Hutchison. 

The Ball team in the Minneapolis branch at 627 
lst Ave., is made up of Wally Wigen, manager, 
and Jack Gerson and Pete Dzubay. 

At Charlotte, N. C., a Southern branch office 
services Ball customers in that part of the coun- 
try. Chick Wiriden, who like the other managers 
is a skilled and trusted adviser to his jeweler cus- 
tomers, has had more than 30 years’ experience 
in the industry. 


BIG LEAGUE \>$ 
LEADER ~~ 
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THE BALL 
RAILROAD 





The headline attraction . 
of your stone ring stock 
should be NEW and 
EXCITING designs. 


STAR RING creates 
more new designs than 
any other in its fieid. 


el ad Me A dl at ie ae | 6 





See for yourself.... 

at the BALL COMPANY'S 
NEW and 

EXCITING building! 
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s 


oar: ete | 
STAR RING 

MANUFACTURING 

/ \ ‘ A i COMPANY, INC. 


MAKERS OF FINE RINGS SINCE 1919 
887 MAIN ST BUFFALO 3, N.Y 


le. 








DIAMONDS 


cover all bases 
for a “grand slam” hit 
in the Jewelry business 
as well as in baseball 


We are proud to be a part 


of the BALL team 








Cc 


YX vay KE b 
Imiprcer)ef-Diamond since 1892 


99 East Washington Street, Chicago 2, Illinois 
NEW YORK © LOS ANGELES © ANTWERP © AMSTERDAM ¢ TEL-AVIV 

















time service 


provides an essential of safety 


for American travelers 


The Ball Railroad 
Time Service contin- 
ues to keep a great 
deal of America’s 
transportation 
on schedule as it has 
since 1891. 


Webb C. Ball II is 
General Time Inspec- 
tor for many major 


S. C. McCOY 
Time Service, St. Paul 


at Cleveland. Brech- 
ner is a 40 year vet- 
eran; McCoy, 30 years 
and Schrantz has 25 
years’ service behind 
him. 

The Ball Railroad 
Time Service has been 
and continues to be a 
vital unit in the Ball 
Company enterprises. 


C. W. BRECHNER 
Time Service, Chicago 


railroads. He has three 
senior aides —C. W. 
Brechner, Assistant 
General Time Inspec- 
tor, with headquarters 
at Chicago; 8S. C. Mc- 
Coy headquartered at 
St. Paul and H. S. 
Schrantz who heads 
the Time Service office 


e2% ~ ie 


H. S. SCHRANTZ 
Time Service, Cleveland 
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HISTORY OF THE BALL CO. (continued) 


Service (later the Official Bureau of Railroad 
Time Service) with Webb C. Ball as Chief 
Inspector (later General Time Inspector). 
During the first inspection, 2344 watches were 
tested and 453 had to be rejected. Over the 
years the time service signed contracts with 
75 per cent of all the railroads in the United 
States, Canada and Mexico. 

Dedicating his life to the public service 





As General Time Inspector, Webb C. Ball 
carried 54 railroad passes in 1921. 


of establishing accurate time for the railroads, 
Mr. Ball soon decided to produce a dependable 
watch at a price railroaders could afford. He 
designed an accurate movement, a sturdy case 
and a legible dial—the famous “boxcar” dial 
with Arabic numerals, round dots and heavy 
spade hands. 

How could he get this watch into use by 
railroad men? Ball remembered Dr. Julius 
King, the optometrist who had shared the old 
Whitcomb & Metten store in 1879. By now 
King was a manufacturing optician in Chicago 
with a sales staff. Would these salesmen carry 
the Ball watch as a sideline? They did— 
and sold them so successfully that Ball opened 
a Chicago office in 1902. 

This began the Ball operation in Chicago. 
Meanwhile, the Cleveland business grew until 
it occupied an entire building (see picture). 
In 1911 the Cleveland enterprises—jewelry 
store, time service and watch business—were 
moved to the Ball Building at 1114 Euclid Ave. 

The Chicago wholesale business also grew, 
changing its title as it absorbed one firm after 
another. Under the presidency of Sidney Y. 
Ball, son of Webb C. Ball, it acquired the 
Norris-Alister Co.; the Hoefer Jewelry Co. 
of Kansas City; the Beard and Haman com- 
panies of St. Paul; and Despres, Bridges & 
Noel Co. of Chicago. By this time the firm 
was known as the Norris-Alister-Ball-Bridges 
Co., but with the passing of the other prin- 


(please turn to page P) 
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this championship 
TEAM bats 1000 
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THE BALL 
COMPANY 


» 
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CRAFTED BY 


COMMUNITY 
THE FINEST SILVERPLATE 


ONEIDA COMMUNITY 
O. C. STERLING 


ONEIDA COMMUNITY LTD. 
(O)(C)(L) 


ONEIDACRAFT 
PREMIER STAINLESS 


ONEIDACRAFT 
DELUXE STAINLESS 


TUDOR PLATE 
ONEIDA COMMUNITY 


ONEIDA SILVERSMITHS 
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HISTORY OF THE BALL CO. (continued) 


cipals the title was shortened to The Ball 
Company, the present name. 

In 1921 Webb C. Ball, “the father of exact 
time,” was elected vice president of the Horo- 
logical Institute of America and to honorary 
membership in the railroad brotherhoods. 
When he died on March 7, 1922, at the age 
of 75, the president of the Brotherhood of 
Locomotive Engineers declared: 

“He accomplished more for the railroad men 





Sidney Y. Ball—his energy and vision devel- 
oped the wholesale business in Chicago. 


than any safety appliance that has been 
adopted on our railroads.” 

Just as it was his father’s vision that built 
the time service, it was Sidney Y. Ball’s 
energy and enterprise that built the wholesale 
business. Sidney died on September 10, 1943, 
at the age of 63, having expanded and 
strengthened the Ball enterprises. 

Webb C. Ball, his grandfather’s namesake, 




















SUPERIOR SOUND 
AT LOWEST CosT / 


SYLVANIA ‘|i 
6-TRANSISTOR RADIO 
Prom Baa PS 


The ideal “plus profit”’ 
item for the Jeweler 


FEATURE FOR FEATURE, There’s built-in gift vai 
aiue 


th i r custom today’s - 
encase Sines “i “<sedaiias siete SYLVA in the whole 
NIA RAD 
© Table Models 7 tINE 
* Clock Radios ” 2-way Intercoms 
* Portables 


Full-range 6" speaker 
Sensitive transistor circuitry 


Non-breakable case in 5 high-style colors 


A Exclusive bombsight tuning 


Now is the time » to be a SYLVANIA Dealer 
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HISTORY OF THE BALL CO. (continued) 


has headed the organization for the last 15 
years, augmenting all departments through 
aggressive promotional efforts, keeping stride 


DIAMONDS 


We welcome this op- 
portunity to extend our 
appreciation and congrat- 
ulations to The Ball Com- 
pany — a “major leaguer” 


Grandson & grandfather—Webb C. Ball Il, as among our hundreds of 


a boy, with the late Webb C. Ball I. diamond customers 


with developments ‘in the silverware, clock 
ee & 
and appliance industries, and equipping the 


staff with people who are experienced in all Throughout the minor as well 
facets of those industries. 


The Ball team has always had creative as the major “leagues” of the 
leadership. The new Ball Building opening jewelry industry, the integ- 
in Chicago in May 1958—89 years after Webb . . : ; 

rity of Gottlieb Diamonds is 
undisputed — for their ad- 
herence to critical standards 
of grading and for their su- 
perior values in every price 


range. 


Personal, experienced atten- 
tion Is given to every inquiry 
or order. 


The fourth generation—George Ball, 16, 
(left) and Webb Ball, 18, sons of Webb 


C. Ball Il. Fred’k M. Gottlieb & Co. 


DIAMOND IMPORTERS SINCE 1921 
C. Ball, I, apprenticed himself to a watch- 
maker for room and board—demonstrates the 
continued vitality of that creative drive. tee 
A fourth generation in the Ball family is NOP, 
now approaching business age—George Ball, WY 
16, and Webb Ball, 18. 


55 E. WASHINGTON ST. CHICAGO 2, ILL. 








ANTWERP + AMSTERDAM ° TEL AVIV > NEW YORK 

















ADVERTISEMENT 





CARRUTH DAVIS DICKERHOOF 


We hear much nowadays about the “corporate 
image,” which is to say how a company appears to 
its customers. If any particular individuals are 

Ve Qe (d responsible for the favorable corporate image of 
The Ball Company it is these 13 sales representa- 
tives. 


For these men are The Ball Company to retail 
] E A Vi | N jewelers of many states in the nation. As they go 
their rounds, they gather and transmit not gossip, 


which was the old-time drummers’ stock-in-trade, 


but sound, practical merchandising counsel. They 
] | | have opportunity to sense the buying moods of the 
public, to observe how jewelers are meeting prob- 


lems and capitalizing on opportunities, and they 
pass on these observations, with the result that 
their customers can be shown how to speed the 
sale of merchandise. 








WESTCLOX COVERS EVERY BASE 


with fast-selling timepieces | ‘Gs my macraic CLOcKe 
s e Tinest vaiues in 
the industry 





Congratulations to the 
Ball Company 








WRIST WATCHES 
smartly designed, ruggedly handsome 


KEY-WOUND CLOCKS 
with famous Westclox dependability 


poe WESTCLOX: 


WESTCLOX, MAKERS OF BIG BEN, DIVISION OF GENERAL TIME CORPORATION 
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HELLER JOSEPH LEICHTFUSS 

Moreover, these men have profound weight in 
shaping the top-level policies of their own com- 
pany. Their combined experience is called upon 
for decisions of management—because these are 
the men who are close to the point of sale, close 
to the place where customers make purchases, 
without which the shelves of the jeweler would 
never be lightened. 

It takes sturdy bodies as well as intelligent 
heads for this kind of career. Most of The Ball 
Company’s salesmen are on the road ten months 
out of the year and drive 40,000 miles each year 
in the course of their work. 

A Ball salesman mails an advance card one or 
two weeks before planning to visit a jewelry store. 
Meanwhile he is storing up ideas to help that 
particular store, and he brings that counsel with 


SCHULER 


SPILLMAN WHALEY DZUBAY 
him when he arrives. He also brings a large selec- 
tion from the 75,000 different items that are 
stocked in The Ball Company warehouses—an 
exposition of the latest, most attractive merchan- 
dise—plus displays and promotion materials. He 
carries these samples in seven to ten telescopes, 
each weighing 40 pounds. 

Small wonder that it takes a Ball salesman most 
or all of a day to talk with one interested jeweler- 
customer, present the new lines, and journey on to 
the next town. A Ball salesman serves each of his 
customers four, five or six times a year—an in- 
vestment in time and skill which few suppliers 
who sell “direct” can afford to make. 

Besides salesmen who sell the entire line, The 
Ball Company has specialty salesmen for silver, 

(please turn to page T) 
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and the name which The Ball Co. has for fine watches, we are particularly 


WE LIKE 
THE BALL 
COMPANY 


WE'RE PROUD TO BE A PART OF 
THIS GREAT TEAM 


4 


the 


the U. S. A. With the particular background of experience 


proud to be a part of their great team—big league in every respect. 


At the new home of The Ball Co., the retailer will find tops 


ADMI S WATCH FACTORY e@ GENEVA, SWITZERLAND 


Boll 


maintain the position that The 


(0 


It takes 
championship 


material to build and 


Ball Co. occupies in the jewelry field of 


in service and tops in the production of profits. 























ADVERTISEMENT 





(concluded from page S) 


clocks and appliances and also specialty salesmen 
for diamonds. 


W a | | \4 a Here is the roster of Ball’s sales team and their 
years of experience: 
Paul Bost, of Morrisonville, Ill., 20 years. 
TH E BALL Bob Bowe, of Memphis, Tenn., 10 years. 


Bill Budd, of Maywood, IIl., 10 years. 

C (} Vi DA NY Jay Carruth, of Harrington, Kansas, 10 years. 
Bob Davis, of Longmont, Colo., six years. 
Pete Dzubay, of Minneapolis, 10 years. 
Sherman Dickerhoof, of Chicago, eight years. 
Fred Heller, of Chicago, 10 years. 


MAURICE S. TAUBE, INC. Morry Joseph, of Chicago, six years. 


Art Leichtfuss, of Mill, Wis., 10 years. 


37 South Wabash Avenue Al Schuler, of Boone, Ia., two years. 


Bill Spillman, of South Bend, Ind., 10 years. 


CHICAGO. ILLINOIS George Whaley, of Chicago, 10 years. 


Wally Wigen, of Minneapolis, 12 years. 
WE REPRESENT Chick Wiriden of Charlotte, N. C., 28 years. 


HELLER-DELTAH, INC. Wendell White of Los Angeles, 10 years. 





THE BALL COMPANY 


7101 NO. LINCOLN AVE., CHICAGO 46, ILL. 


TELEPHONES: JUNIPER 3-1040 
ORCHARD 6-1840 
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IMPORTERS CREATORS DISTRIBUTORS 








BALL WATCHES GEM STONE RINGS CLOCKS 
GARLAND WATCHES JEWELRY APPLIANCES 
GARLAND DIAMONDS SILVERWARE RADIOS 


ADMES WATCH HELLER-DELTAH SON & PRINS G.E. TELECHRON 
ANSON, INC. INTERNATIONAL SILVER STAR RING JEFFERSON ELEC. 
BUFFALO JEWELRY CASE ONEIDA, LTD. SYLVANIA McGRAW-EDISON 
BUFFINGTON RONSON VAN DELL NORELCO 
FEATURE RING SAMSAN WESTCLOX REMINGTON 
FORSTNER SEMCA B-D-A SCHICK INC. 
GEMEX SETH THOMAS MAX DURAFFOURG SUNBEAM CORP. 
GOTTLIEB SHIMAN-COLONIAL ELGIN U. S. TIME 


eee eemmmeraaniimeeememnenineeemenmenneiaeammeemnaeaiamimmmneninntl 
Ample Parking Facilities ® The best of Restaurants and Motels in our immediate vicin- 
ity. Come visit us soon. Make the new Ball Building—built to 
serve you best—your own personal headquarters. 


right on our premises. 





Excitingly... 


Fashionably . . . DIFEFE RENT 


Emphatically . . 


from any 
watch you 


ever sold! 
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Distinctive... 


Signed ... just like 
a masterpiece, 








Here is the most startling advance in watch design! Ultra-modern DOXA 

“Grafic” is the bold new look that anticipates the shape and fashion of watches 

to come. 

DOXA has drawn the bare expression of simple line and transformed it into 

a masterpiece that is worthy of the name DOXA. 

And beneath this extremely modernistic face of beauty is the most highly 

accurate watch ever created. 

The DOXA “Grafic” reflects the reliability of the store in which it is sold. 

And the DOXA “Grafic” emphasizes the personality of the man for whom 

it is bought. 

Available in solid gold, gold-filled or stainless steel. Anti-Magnetic and THE OFFICIAL WATCH 
shock-protected movement to retail at $65 and up. OF THE NATIONAL 
DOXA is a 100% Swiss Watch—made and cased in Switzerland and imported 0 

to the United States complete. STEEPLECHASE AND HUNT 
Reputable jewelers in selected communities are now being appointed. Your ASSOCIATION 

interest is invited. 


DOXA ... the watch that keeps up with the time. 
DOXA WATCH CoO.., INC., 665 FIFTH AVE., NEW YORK 22, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1958 








A LADIES’ HOME JOURNAL 


wm—~=! Where is the 
of sterling | 





The Diamond Pattern by Reed & 
Barton, “the most advanced sterling 
of our generation,” will be intro- 
duced to millions of women in the 
May Journal. 


Cina settiasniatih sian 
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heaviest concentration 
customers’? 





Reed & Barton finds it— 
not in any particular city 


or state, but in the audience 
of Ladies’ Home Journal! 





The most likely prospects for sterling are 
women, of course. Specifically, women with the 
background to appreciate sterling, the pride-of- 
home to want it, and the means to buy it. These 
are the same women who read Ladies’ Home 
Journal! 


The Journal’s unique “person-to-person” 
editing has made it the most widely bought and 
read of any women’s magazine. And it wields a 
sales influence among its readers which Reed & 
Barton, for one, does not underestimate! 


You’re No. 1 in women’s minds 
when you’re in their No. 1 magazine... 


“JOURNAL 


A CURTIS PUBLICATION 


No. 1 in circulation « No. 1 in newsstand sales 





No. 1in advertising « No.1in merchandising 


More of your best prospects for sterling read 
the Journal than any other magazine. | 
Perhaps that’s why so many stores identify _ 
and display Journal-advertised silverware. | 


| 


~~ aan - soa ~ oceans . cninmecnmemne une anne naib te nin sta == 
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K The power to command admiration and esteem; reputation or 
distinction based on brilliance of achievement, character, renown. 


A UNIQUE ATTRIBUTE OF 


PRESTIGE—the highest among the finest watches of the world—gives a Longines 
a value far beyond its price. It is a distinguished possession. There is deep-down 
satisfaction in being able to say,““Here, on my wrist, is the world’s most honored 
watch.” @ Continuous prestige-building advertising, on a scale larger than for 
all watches of finest quality combined, has created a vast pool of future Longines 
watch owners. Some will come into your store this month, next month, and dur- 
ing the months ahead. ({ Few watch buyers show their hand. But you must know 
what’s in their minds. With so very many, a Longines is the watch they would 
love to own. Look at it this way. Selling a $25 watch to a customer who could 
have been sold a $100 watch is tossing profit and customer satisfaction out the 
window. The key to the future of the retail jeweler lies in emphasis on quality. 


Among watches, highest prestige and finest quality are exemplified by Longines. 


: g Weick 
Longines: Wj, MM PUL)” lintich Company 
SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW YORK MONTREAL GENEVA 
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“(° ET LOST, BUB!” Such, in effect, 

is what the police, the Better 
Business Bureau, and representative re- 
tailers of Buffalo, N. Y., said to roving 
merchants who were cashing in on 
gullible citizens. 

Leading spirit among the retailers 
was Chester McCawley, one time ath- 
lete of renown and now president of 
the Jewelers 24 Karat Association of 
Western New York and head of Bris- 
bane Jewelers, Inc., at 403 Main 
Street, Buffalo. 

This is how the racket operated. A 
swindler, who drives a car with an 
out-of-state license plate, approaches a 
man on the street and offers him a 
“bargain” set of jewelry marked 
$71.50. The set includes a watch, pen 
and pencil, and a pair of cuff links. 
The victim buys the set for $15. He 
thinks the watch is a Gruen, but after 
the salesman drives off, he notices that 
it’s marked with another name. 

The Better Business Bureau has the 
set examined, checks local stores and 
finds that two stores which sell low- 
priced jewelry are selling this partic- 
ular set for $9.95—$5.05 less than the 
so-called “bargain price,” and $61.55 
less than the pre-ticketed price of 
$71.50. 

The action taken by th? civic leaders 
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SPEAKING OF THE JEWELRY TRADE 


had the desired results. Itinerant jewel- 
ry salesmen may not sell any mer- 
chandise in Buffalo until they get 
proper credentials from the license di- 
rector’s office. Each one must be a 
bonafide resident of the city for six 
months, have no police record, have 
two reputable citizens sign his appli- 
cation and pay a $50 fee. 

Here’s what the Better Business 
Bureau states: “Local citizens who en- 
counter these dishonest itinerants must 
notify the police promptly and be will- 
ing to testify in a court action as to 
the facts. Our law enforcement officers 
will do their part—if you do yours. 
Honesty in business is everybody’s 
business—not just that of the police 
and the Better Business Bureau!” 

“Chet” McCawley adds: “The vic- 
ious peddler plague has disappeared. 
We are no longer troubled.” 


O= DOES HER OWN PR: The two 


reigning female sovereigns of 
Europe had a bit of fun recently. (And 
who can say they didn’t recall the say- 
ing of the Bard, “What great ones 
do the less will prattle of,’ and have 
an eye to their own “copy’’?) 

Be that as it may, Elizabeth of Eng- 
land and Juliana of the Netherlands 


pretended they were going to make off 


with $14 million in diamonds. 

They were looking at the gems at 
the Asscher Diamond-Cutting Works, 
the largest in Amsterdam. 

“What do you think?” asked Eliza- 
beth in a stage whisper. 

The queens glanced at the plain- 
clothes men. 

“Honesty is the best policy,” decided 


Juliana. And then, like any other wo- 
men, the two monarchs giggled. 

The guards smiled discretely, too, 
behind their hands. They knew the 


girls were chaffing. 


yee PHILOSOPHY: “If you can't 
hear it tick, what’s the use having 
a clock?” 

The sentiment is that of Stacy Dear, 
an oldster, as you might suspect, and 
one who hates electric clocks. He 
lives alone on West Queen Lane in 
Germantown (Philadelphia) with sev- 
en clocks to keep him company. All 
seven are satisfyingly noisy, one or 
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How a Single jeweler sold *11,000 
in movie equipment in 30 days! 


Factual case histories tell about the amazing extra profits This valuable booklet has been prepared with the co- 
you can earn with Bell & Howell movie equipment. In operation of jewelers who are now operating profitable 
Dallas, Ace Jewelers rang up over $11,000 in sales of movie departments. It tells you what is needed in setting 
Packaged Movie Outfits in30 days. In Newark, Abelson’s up a movie department — initial investment . . . space 
sold $11,250 worth of movie outfits. Similar successes are ... personnel. It’s filled with helpful advice about adver- 
occurring in many other cities. Get the facts about Bell & tising methods and actual results. It’s brief, factual, and 
Howell’s program... and what it can do for you. written specifically for jewelers! 


Get all the facts now on what Packaged Movie Outfits can do for your 
store. Write Bell & Howell, 7194 McCormick Road, Chicago 45, Illinois. 


FINER PRODUCTS THROUGH IMAGINATION e Bell =, Fowell 
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another of them chiming, gonging or 
cuckoo-ing every quarter hour. 
Across the street from him is Trin- 
ity Lutheran Church whose clock 
stopped running 20 years ago. Mr. 
Dear volunteered to take a look at it 
and got it going again. Ever since, he 
has been its sole custodian — and 
taken no fee for his services, though 
he’s not a member of the church. 
Every five days he would trudge 
up the 124 steps to the top of the 
steeple and give 584 turns to the 
winding crank. He has also kept the 
clock oiled and repaired. Once when 
a backlash spring broke, he installed 
the blade of a saw for a substitute. 
Recently the clock was electrified, 
and Mr. Dear took home the old dis- 
carded faces. They’re three feet in 
diameter and made of iron. And 
they’re his friends. 
No, Mr. Dear is not a clock maker. 
He’s a carpenter. 


C UT DIAMONDS FROM ISRAEL: The ex- 
acting craft of cutting diamonds 
accounted for nearly a quarter of 
Israel’s export dollars last year. Sales 
abroad jumped from about $5 million 
in 1949 to more than $32 million in 
1957. 
The young and energetic nation, 
which celebrates its 10th anniversary 


this year, sells more than half its cut- 
diamond output to this country. 

Israel has no diamond mines of her 
own, of course. But she has plenty of 
skilled cutters and polishers who fled 
from Holland and Belgium during 
World War II. 

The products of Israel’s diamond 
craft, detailing the full growth of the 
industry, will be shown in the nation’s 
pavilion at the U. S. World Trade 
Fair at the New York Coliseum, May 
7-17. 


H APPY LITTLE OYSTERS: If you think 

artificial pearls are more delicate 
than the oysters that produce them, 
ask Enrico Campodonico, wholesale 
jeweler of Milan. 

He refused to believe that Japanese 
oysters—the kind that yield the finest 
specimens—could not be made to live 
and do their stuff in foreign waters. 

He brought 20 of them back from 
Japan. Drop by drop he substituted 
water from the Adriatic for the original 
Japanese sea water. Surely, he said, 
even such meticulous mollusks won’t 
be offended by this. 

Drop by drop, the substituting proc- 
ess went on for two years. Now, said 
Campodonico at length, they must be 
real Italians. 

He took them to Chioggia near 
Venice and placed them in the shallow 


O 























"Notice the sweep second hand." 
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waters of the lagoon. But he had under- 
estimated their sensitiveness. Com- 
plaining bitterly in Nipponese, 12 of 
the 20 died. The remaining eight, 
younger and more resilient, clapped 
their hands and laughed in good 
Italian, and started multiplying, as 
even oysters like to do. 

It’s time to sow, Campodonico told 
himself. He opened each little shell 
and placed a grain of mother of pearl 
inside. The oysters didn’t mind. 

Five more years went by. Campo- 
donico kept driving back and forth 
from Milan to Chioggia to check on 


the condition of his adopted children. 
Last fall he figured the pearls should 
be “ripe.” He opened up the happy 
little oysters. Five of them contained 
pearls of commercial size and fine 
color. 

Campodonico had proved his point. 
He had dispelled a legend. Artificial 
pearls could be grown in non-Japanese 
waters. But he has no intention of 
continuing to grow them. It would 
cost too much in trouble and money. 


W atcuMaxer’s EPITAPH: The 

Delhi, Ont., News-Record quotes 
this inscription on a tombstone at 
Bolsover: 

“Here lies, in a horizontal position, 
the outside case of Thomas Hindle, 
clock and watchmaker, who departed 
this life wound up in hope of being 
taken in hand by his Maker, and being 
thoroughly cleaned, repaired, and kept 
going in the world to come.” 

The News-Record adds: “With a 


new face as well, we presume.” 


_— HIS WEIGHT IN CARATS: 
Charles Henning, of Shelbyville, 
Tenn., is the proud father of a new 
boy. 

Wishing to announce the event in 
an original manner, Jeweler Henning 
decided to give the baby’s weight—six 
pounds, four ounces—in terms of his 
trade. So he applied to JC-K for help. 

JC-K’s actuarial department— 
created for the occasion—gave him the 
answer promptly: Young Henning 
weighs 14,175 carats (there are 14154 
carats to the ounce avoirdupois). 








Take a look at the snow-balling possibilities in 
wedding anniversary gift sales: 
In June, 1957, 188,000 couples went to the altar; 


and each of them—provided they’re still together 
—will celebrate a first anniversary this June. 
What’s more, there’s a new crop of marriages 
coming up each June—and during the other 11 
months of each year. The total in 1957 was 
1,514,000. 


That’s only a small fraction of the 37 million 
married couples in the United States who, the 
year ’round, reach second ... fifth... twenty- 
fifth ... fiftieth anniversaries. Each one is an 
important milestone which deserves the tribute 
of a gift. 

Are you helping couples in your community to 
realize the value of anniversary gift-giving ?— 
Editor. 





An “anniversary gift’? means the 


world to her. You can bring in new 


business and contribute to 


successful, happy marriage 


ff YOU... 





e 


VY 



























oh ee 

YOUR 
CUSTOMER 

REMEMBER 


is 


WEDDING 
ANNIVERSARY 


® WOMAN IS SENTIMENTAL. That’s her nature. 
She dotes on gifts, especially from the man she 
chose to be her life partner; and especially when 
the gift marks the one day in the year that’s 
“our day, our wedding anniversary.” 

No big commercial hullabaloo precedes that 
occasion to remind a husband it’s time to give a 
present; no ads in the newspapers, no radio 
“spots,” no lavish window displays bludgeon him 
into remembering his anniversary as they urge 
him to think about Christmas and Easter and 
Mother’s Day. For an anniversary, he’s on his 
own. If he remembers, his gift says just one 
thing to his wife: “You are in my heart and my 
mind always.” 

The gift can be expensive or inexpensive. 
Whether it’s a $5 bracelet, or $500 broach, it 
makes her feel cherished and wanted. It means 
more to her than a night on the town, or the 
impersonal coldness of a check. It is something 
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by Marion Stocker 





she can gloat over when her man’s away; some- 
thing she can show, boastfully, to the girls. 

Yes, it’s easy to set stars of love and happiness 
to shining in a wife’s eyes! And yet... 


She remembers; he may not 

Men—too many of them, anyway—don’t under- 
stand these quirks in a woman’s make-up. Man 
is sentimental in less obvious ways. He’s puzzled 
by his wife’s need to be told that she comes first 
in his affections. “Sure I love her,” he'll say. 
“She ought to know that without my interrupting 
a busy day to buy her some trinket.” 

There lies the problem: Men and women do 
think differently. The result as everyone knows 
can be misunderstanding and unhappiness. In 
successful marriage, a man must learn to accept 
and respect his wife’s brand of sentimentality, 
whether he understands it or not. 

(please turn page) 
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And that’s where you come in. As the chief 
vendors of love tokens, you can lend a strong 
supporting hand. 


A marriage-saving sign 


Recently a friend told me the story of her 
eighth wedding anniversary, which is a case in 
point. 

“I’d worked myself into a fine state of feeling 
neglected” she said. “Joe came home only to eat 
and sleep—sometimes. He’d forgotten our seventh 
anniversary completely; and I decided that, if he 
let this one go by, it would be the last straw; 
I’d ask for a divorce. [Nonsense! you say? If 
you were a woman, you’d know how she felt. ] 

“That morning Joe went off to work without so 
much as a word. I spent a horrible day, planning 
what I’d say to him, and picturing my whole life 
tumbling about my ears. 

“But when he came home that night, everything 
changed. He took me into his arms and gave me 
the first real kiss he’d given me in months. And 
he fished out of his pocket a little package. I 
knew it was from a jeweler; you can always 
tell. . . . My hands trembled so, I could hardly 
open it. Inside was a gold brooch set with sap- 
phires, my birthstone, a more expensive gift than 
he should have afforded. But I didn’t care. It was 
beautiful and I was crying on his shoulder in no 
time.”’ 

Not until years later did Joe admit that a 
jeweler’s window jolted him into getting that pin. 
He was hustling to a business meeting when a 
sign caught his eye. It said “Don’t forget the gir] 
that you married —the girl you love —on her 
wedding anniversary.” The sign was in the win- 
dow of the same store where, eight years before, 
he and his wife had bought their wedding rings; 
and all the thrill and tenderness of that time 
came back to him. As soon as his meeting was 
over, he headed for the store, found the manager 
—the same one who had sold him the wedding 
bands—and together they picked out his wife’s 
pin. 

“Joe said he didn’t know who felt more pleased 
with the transaction, the jeweler who fancied 
himself our Cupid, or Joe himself,” my friend con- 
cluded. “But I know who was most grateful—me. 
That pin probably saved our marriage.” 


Symbols of lasting love 


Now do you see why we want jewelers to put 
on a wedding anniversary gift-giving campaign? 
Think what might be the result if you placed a 
large reminder card in your window for just one 
week! It would be worth while if it jogged 
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the memory of only a few forgetful husbands. 
Jewelers we’ve talked with say their wedding 


anniversary gift business doesn’t amount to much 
“until the 25th or 50th anniversary comes along.” 
And they admit “We haven’t pushed this kind of 
giving.” 

Yet you run the one kind of store which special- 
izes in gifts of devotion. You advertise regularly to 
get young couples into your store for the first 
symbols of their love—engagement and wedding 
rings. Isn’t it just as important—more important, 
perhaps—to spend effort and money to draw those 
same husbands back each year for gifts that will 
help them stay married? 

Developing a wedding anniversary gift trade 
can be pleasant work—if you do business with 
your heart as well as with your head. To 
get off to the best start, we’d like to make these 
suggestions: 

© Build a reputation for friendly, personal 
service—a jeweler’s best business-booster in any 
community. Deserve the confidence of each cus- 
tomer by helping him find just the gift he wants 
at the price he can pay. (Any husband will lose 
his pleasure in giving, if he’s pushed into a pur- 
chase—and you may lose a customer!) 

® Make friends with young couples when they 
come to you for their nuptial rings. That’s the 
time to establish a cordial relationship and to find 
out names, addresses—and wedding dates. Most 
young husbands-to-be won’t mind telling you per- 
tinent facts which you can enter on a file card for 
use later. (See our sample.) 

Then, a week before their first anniversary, 
send the yearling husband a short reminder letter, 
signed by the very salesman who sold him the 
wedding ring. “Here is an opportunity to show 
her that she’s dearer to you now than ever,” the 
letter might say. “Let me help you choose this 
important first-year token of your affection ... ” 
When he comes in, ask whether he wishes to be 
reminded each year. Once a husband has seen his 
wife thrill to a gift on her anniversary, chances 
are he’ll want to repeat the experience; and he'll 
welcome his jeweler’s help in remembering. 

® Stock up on “Wedding Anniversary List” 
booklets, issued by the Jewelry Industry Council. 
They contain the most up-to-date year-by-year gift 
list. With them on hand, when a customer asks 
what’s proper for a certain year—as they fre- 
quently do—you can answer with authority; and 
he’ll be pleased if you give him a booklet. 

© Advertise your store as headquarters for 
wedding anniversary gifts—in your display win- 
dows and with your local radio and newspapers. 

During one week in June, devote a window to 
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a display of clocks of many prices, the appropriate 
gift, according to the JIC booklet, for a first 
anniversary. Sounds dull and unromantic? But 
clocks, to tick off the hours of happy home life, 
can be dainty boudoir baubles—or practical 
kitchen accessories for a wife who loves to cook. 

At the same time, you might feature clocks 
in your newspaper ads, and mention the happiness 
dividends that come from all anniversary giving. 

Although the JIC gift list has been widely ac- 
cepted some sources stick by the “original,” older 
lists. The woman’s page editor of your local news- 





paper may be interested in publishing your list, 
along with an account of the thinking behind it. 

The possibilities for helping husbands to re- 
member “her” on “their” day are limited only 
by your enthusiasm for a project which must 
surely bring more business to your door—and 
more happiness into the homes of your community. 
Marriages may be made in Heaven—but jewelers 
have a very real responsibility to help keep them 
“heavenly.” Not only at the start, with the wed- 
ding ring; but through the years with other gifts, 
each time the anniversary rolls around. eee 


wedding Date 








names of couple 








home address (after marriage }) 









business address 








business telephone 


salesman's 
name 
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GIFT RECORD 
lst Anniv. 3rd Sth 
2nd " hth 6th 















Tickler card: You fill it 
out after the betrothed couple 
has left; but be sure to get the data 


while they’re buying their nuptial rings. 




























THE STORY 


BEHIND 
YOUR 


GIFT LIST and 


we hOD'," Ares —a",'4 —3 ee 


osmekekoi ah amelmen—aa 


‘ooh ames, 


romovabaek-anela 


® SOME SAY COTTON is correct —for a second 
wedding anniversary gift, that is. Other cus- 
tomers are sure it’s straw. And controversies 
don’t make for sales. 

But if you are quick to provide the answer from 
your “official list,’”’ chances are the sale will come 
through. Especially, if you tell your customer 
how and why the official list came into being. 

The story begins with wreaths, in Germany, in 
the 18th Century. In those days, a 50th wedding 
day called for a big celebration, during which the 
(affluent!) husband gave his wife a solid gold 
wreath of flowers. 

The costly custom crossed the channel to Eng- 
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land—with embellishments. Nineteenth Century 
Britons — those with fat bank accounts — gave 
their wives a wreath of sterling silver flowers on 
25th anniversaries; and then started saving 
toward a wreath of gold for the 50th. Hence, 
“silver” and “golden” anniversaries. 

Gradually, other years were designated for spe- 
cial observance. The International Cyclopedia for 
1892 comments: “Names given to the several 
anniversaries of a marriage are said to be quite 
ancient in origin and arose from the gift which 
was regarded as the most suitable offering from 
huband to wife.” 

A confusion of year-by-year lists appeared in 
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You may want to clip the jewelers’ official wedding 
anniversary gift list, printed below, and post it in 
your store where customers may refer to it easily. 
This list was compiled in 1948 by a committee of 
prominent jewelers, appointed by the Jewelry In- 


dustry Council. It was endorsed by every jewelers’ 
Ww 


organization in the country and by many reference 
sources, including The World Almanac. 

The special value of this list is that it puts anni- 
versary gift-giving in line with the times by sug- 
gesting gifts, year by year, which correspond with 


the normal cycle of married life. 


ANNIVERSARY LIST 


Ist 
2nd 
3rd 
4th 
Sth 
6th 
7th 
Sth 
9th 
10th 
llth 
12th 
13th 
14th 


OFFICIAL JEWELERS’ 


clocks 

china 

crystal and glass 

electric appliances 
silverware 

wood 

desk sets—pen and pencil sets 
linens and laces 

leather 

diamond jewelry 

fashion jewelry, accessories 
pearls or colored gems 
textiles; furs 

gold jewelry 


15th 
16th 
17th 
18th 
19th 
20th 
25th 
30th 
35th 
40th 
45th 
d0th 
adth 
60th 


watches 

silver hollowware 
furniture 
porcelain 

bronze 

platinum 

Sterling Silver Jubilee 
diamond 

jade 

ruby 

sapphire 

Golden Jubilee 
emerald 

Diamond Jubilee 





this country in the late 19th and early 20th 
centuries—reflecting, probably, traditions of the 
many nationalities in the American “melting pot.”’ 
According to Brewer’s Dictionary of Phase and 
Fable (1911), no one paid much attention to them. 
“Fanciful names have been given to many wedding 
anniversaries . . . but very few, except for the 
25th and 50th are ever noticed.” 


Need for a standard list 
Somehow though — during the affluent 20’s, 
perhaps — the idea of observing each wedding 
anniversary with an appropriate gift caught on. 
Customers turned to jewelers for advice about 
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the “correct” gift for the 3rd... 8th... 13th. 
.. . And jewelers, anxious to help, were embar- 
rassed to find 14 different “correct” lists to choose 
from. It wasn’t good for the trade. The con- 
fusion baffled customers who were likely to decide: 
“Let’s skip the whole thing!” 

The late Emil W. Kohn of Theodore A. Kohn 
and Sons, Inc., New York, is credited with 
prompting the jewelry industry to draw up its 
own “official” list. In an article printed in a 1936 
Bulletin of the American National Retail Jewelers 
Association, he asked for “an end to the anarchic 
situation” and reminded the ANRJA how it had 


(please turn to page 100) 
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Now that the lid is off price maintenance 


in electrical merchandise, here’s a summary telling: 


what 13 credit jewelers 
will do with appliances 


by William Wagner 


® CREDIT JEWELERS have done a lot of thinking 
about the future of electrical appliances in their 
stores, since the lid blew off price maintenance a 
few weeks ago. It may be said that when appli- 
ance suppliers, one after another, cancelled their 
fair trade contracts in late February and early 
March, changes were set in motion that will have 
far-reaching effects on the credit jewelry business. 

A flash study indicates that jewelers’ view- 
points differ greatly ... are diametrically opposed 
in some respects. 

Many credit jewelers who continue to feature 
small appliances intend to meet price competition. 
In these stores, small appliances will become, 
more and more, traffic-builders and “loss leaders.”’ 

Others, charting a middle road, will trim prices 
about 20 per cent. Still others count on maintain- 
ing the full price and making a profit on whatever 
appliances they sell, though they are reconciled to 
smaller volume. 

In any case, in the foreseeable future, profits 
directly attributable to electrical merchandise 
will be lower. If a substantial number of credit 
jewelers follow the trend indicated by a nation- 
wide snapshot study, they will seek new sources 
of revenue through applying their progressive 
merchandising ideas to jewelry and closely re- 
lated merchandise. Some are putting new em- 
phasis on china, glass, silver, giftwares, handbags 
and even perfumes. 

In answer to questions on how they met price- 
cutting situations precipitated by their appliance 
suppliers’ dropping of fair trade and what they 
plan on doing about selling appliances in the 
future, spokesmen for credit jewelry business in 
all parts of the country supplied an abundance of 
food for thought. In the following summaries 
well-known credit jewelers undoubtedly express 
the views and opinions of a majority of their in- 
dustry : 
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Jewelers speak for themselves 


S. L. Gerber, Gerber’s, Inc., 
Pawtucket, R. I.: “When General 
Electric and Sunbeam went off 
fair trade, we immediately be- 
came competitive with all depart- 
ment stores, discount houses, etc. 
We advertised in the newspapers 
that our prices were as low or 
lower than anywhere else, and 
that was what was needed to re- 
store the proper confidence in our 
stores. 

“The removal of fair trade put 
us in a competitive position—on an 
equal footing with upstairs places 
and other outlets of that nature. 
That will help to restore the pub- 
lic’s confidence in our jewelry de- 
partments which now must be promoted to maintain any 
profit in our stores.” 


GERBER 


“on equal footing 
with other outlets.” 


Oliver A. Jenkins, Duval Jew- 
elry Co., Jacksonville, Fla.; “Since 
we have had no fair trade in @ 

Florida for severa]) years, its 
abandonment by appliance sup- 
pliers had absolutely no effect on @ 
us. Appliances have been foot- @ 
balled ever since our state author- | 
ities declared fair trade illegal. 
We already have been the route | 
that our friends in other states 
now will have to travel—bewilder- 
ment, indecision, fear, trial and 
error, serious loss of volume, and 
finally decision. 

“After trying unsuccessfully to JENKINS 
‘fight fire with fire,’ we just de- “less volume,” but at 
cided to ignore the whole miser- a profit. 
able mess. If we did do any appliance business, it would 
be at a profit. While we had less volume than before, 
we did make a profit on appliances. 

“An interesting sidelight is that when we were dis- 
counting appliances, the increase in volume was insuffi- 
cient to warrant the loss of profit. 

“We have been spending more of our advertising bud- 
get and our efforts on jewelry, diamonds and watches. 
The cut-price activities on these items, however, has 
been brutal here in Florida.” 
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Myer B. Barr, Barr’s, Philadel- 
phia, Pa.: “‘We cut prices in the 
windows, in eur advertising and 
on television. The narrow markup 
on appliances has given us great 
room for thought. Until now, we 
have spent time and money on pro- 
moting appliances and carrying a 
full inventory. Henceforth this 
will be reduced. Needless to say, 
we will spend more on advertising 
and promoting jewelry, especially 
diamonds. 

“What the ultimate effect of the 
appliance price situation will be 
on credit jewelry stores is pure 
guesswork. I don’t hazard an an- 
swer. Off hand, it looks like jewel- 
ers will carry less and less of these items.” 


BARR 


“promoting jewelry, 
especially diamonds” 


Stanley B. Goodman, Goodman’s 
Jewelers, St. Paul, Minn.: “We 
met the situation by reducing 
prices to the very minimum, which 
means a couple of dollars over 
cost... not 20 per cent or 25 per 
cent below retail, as many depart- 
ment stores are doing. If we are 
going to football and discount an 
item, we might as well go all the 
way. At first we got some re- 
sponse to our ads, even though 
they were small. We are not get- 
, ting any tremendous amount of 
| 2 sales from our ads and neither are 

GOODMAN the department stores with their 
“no longer showcase big ads. 

for discounters. “The situation at least affords 
an opportunity to be competitive, if we want to be, with 
anyone who has sold fair-trade merchandise at a discount 
in the past. We no longer are the umbrella, or the show- 
ease, for discounters. However, we realize that we are 
losing whatever profit we formerly made in our appliance 
department. We now have to treat that department as a 
loss leader ... and we certainly are accumulating a lot 
of loss-leader departments.” 





Lewis H. Manning, Cole & 
Erwin, Inc., Detroit, Mich.: ‘““Most 
of the major appliance manufac- 
turers went off fair trade in Mich- 
igan about two years ago. So when 
they recently went off on a na- 
tional basis, it did not create any 
excitement in our area. When ap- 
pliances first went off fair trade 
in Michigan, most of the credit 
jewelers and the department 
stores immediately cut prices to 
meet discount-house competition. 
Appliances were sold at cost and 
below cost. The manufacturers 
had a field day. Regardless of 





MANNING 
what retailers sold the items for, “CSt-price is every- 


the suppliers got their price in day price. 


full. 
“Some appliance manufacturers even extended coopera- 
tive advertising plans to discount houses, and, inasmuch 
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Electric housewares can help boost jewelers’ 
sales today more than ever before, says the 


National Electrical Manufacturers Association 


What about appliances in the jewelry store, now that 
price protection is gone? Jewelers’ thinking is presented 
elsewhere on these pages. Suppliers’ thinking is shown 
in the following statement from the Electric Housewares 
Section of the National Electrical Manufacturers Associa- 
tion: 


The electric housewares industry has long recognized 
the jeweler as an important outlet for electric house- 
wares. By the same token, it is believed that the jeweler 
has long recognized electric housewares as an important 
selling aid in his business. 

Today, the traffic building, merchandising and sales pro- 
motion assistance which electric housewares afford the 
jeweler are more important than ever before. At present, 
the jeweler is confronted by rapidly changing conditions 
which have already radically affected his marketing 
strategy and which will continue to affect his sales plan- 
ning for many years to come. Therefore, today it is 
doubly important for the jeweler to continue to take ad- 
vantage of the important selling aids, such as electric 
housewares, which he has traditionally used for many 
years to help him build traffic. 

An examination of the current situation indicates that 
the importance of electric housewares to the jewelry store 
cannot be stressed too much. They are important to him 
for many reasons. Among these—just to enumerate a 
few—are: 


1. To meet ever-increasing competition from all sides, 
the jeweler must have increased traffic in his store in 
order to up the chances for increased sales. Whatever the 
jeweler’s relation of percentage of sales to traffic, he can- 
not possibly increase his sales without increasing traffic. 
Electric housewares have been for some time, and they 
will continue to be for some time in the future, traffic 
builders. 


2. Jewelry stores can readily capitalize on the built-in 
consumer acceptance and demand which have been created 
by the individual electric housewares manufacturer 
through national advertising and promotion in consumer 
magazines, newspapers, radio and television. No other 
jewelry store item, regardless of the category, receives 
the advertising and promotional back-up lavished upon 
electric housewares. 


3. For many years there has been created in the minds 
of the consumer a natural association between electric 
housewares and gifts. The jeweler should continue to 
capitalize on the conditioning of the consumer which has 
taken place over the years. After all, one of the strongest 
selling points of the jewelry store is that it is the tradi- 
tional gift headquarters for the community. 


These points are offered not as a panacea to the prob- 
lems which confront the jeweler today, but, instead, as a 
reminder that now is the time to review and evaluate 
carefully his selling procedures to make sure that valuable 
selling aids, such as electric housewares, are not being 
overlooked. 





































































JEWELERS & APPLIANCES (continued) 


as the extent of cooperative advertising was based on 
quantity purchases, the discount houses conducted an 
extensive advertising campaign and ruined any chance 
of ever again making any money on appliances. 

“Even today big jewelry chains are advertising and 
selling appliances on a no-profit basis. This has created a 
situation where customers shop for price and walk out 
even though they are quoted the retailer’s actual cost of 
an item. Cost-price advertising of appliances creates very 
little excitement in Michigan. The public has seen so 
much of it and has become so educated that customers 
know that cost-price is every-day price, and there is no 
necessity to rush to buy. 

“We make a legitimate markup on all the merchandise 
that we sell, unless we have a special on one or two items. 
Our volume of sales on appliances, of course, has 
dropped considerably; but we are not tying up capital in 
non-profit volume. We have found that a sharp wholesale 
buyer will not buy other items from us, except on the 
same basis, and so we feel that we are not losing any real 
customers.” 


Melvin R. Rudolph, Rudolph 
Bros., Inc., Syracuse, N. Y.: “We 
cut prices on a limited amount of 
items ... enough to make our win- 
dows and our advertising look as 
good as our competition. We did 
not cut most of our stock. We 
have bought no additional appli- 
ances, unless the markup or ad- 
vertising allowance has been suffi- 
cient to permit a reasonable profit. 

“It is our opinion that most re- 
tailers soon will see the foolishness 
of buying merchandise on which 
they are not able to make a profit. 
They will either mark their goods 
to yield a profit or they will drop 
the line altogether. While it will 
require some effort and thought on our part, we intend to 
stay in the appliance business and make a profit.” 


RUDOLPH 


“mark for profit or 
drop the line.” 


H. A. Goldberg, Cooper’s Inc., 
Portsmouth, Va.: “In the last few 
years, we have carried just enough 
small appliances to satisfy our 
customers’ demands. We have had 
no reaction whatsoever to the dis- 
counting of these items. We no- 
ticed a few years ago that the ap- 
pliance stores were getting a good 
part of the small appliance busi- 
ness because they used these items 
as come-ons for sales of bigger } 
units. The whole thing did not 
mean enough to us to go into ap- 
pliances on a large scale. So most 
or all appliance companies going 
off fair trade will not affect us. 

“Virginia has just enacted new 
fair-trade legislation, effective July 1. It is my prediction 
that appliance dealers who have gone off fair trade in 
this state will go back on when the new law goes into 
effect.” 


GOLDBERG 


“carried enough to 
satisfy needs.” 
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Herman Siegel, Herman Siegel 
Co., Inc., Los Angeles, Calif.: “It 
is impossible to appraise the situ- 
ation at present. I see so many 
angles and so many sides. The 
small legitimate jeweler, who has 
been having it hard since the ad- 
vent of discount-house business, 
had to sign a fair-trade agree- 
ment, thus enabling the discount 
house to tell its customers to shop 
any jewelry store and compare 
prices. The discount houses used 
that to good advantage. It saved 
them the expense of printing cata- 
logs and permitted using their 
neighbors as stooges. 

“Now that fair trade is being 
abandoned, it leaves the discount house without a measur- 
ing stick. I feel that the discount houses are not happy 
over the removal of fair trade. 

“From the retail point of view, I am reminded of a Ger- 
man fable I read as a small boy in my first reader. John 
took a few drinks too many, became inebriated, and some- 
how hurt his hand. In his state of intoxication, he blamed 
whatever he touched with his injured hand for the pain he 
suffered. If he touched a table, he blamed it for his pain, 
and he kicked it. If he touched a chair, the same thing 
would happen, and so on. 

“The jeweler has been hurt. He blames many things 
for his aches and pains. Now we are in a state of reces- 
sion. It hasn’t just come upon us. It has been coming for 
quite some time, but we always looked away, saying it was 
something else that hurt us. To those jewelers who still 
think that discount houses cause all their troubles, I can 
report that discount houses are not doing so well either, 
from reports I have obtained. 

“In years and years in the jewelry business, I have had 
the experience of going through a few struggles, and, 
somehow or other, I always found that with optimism and 
patience, everything worked out all right. It is up to the 
jeweler himself to guide his destiny in a straight business- 
like manner. The jewelry business is still a wonderful 
business.” 


scotia: 


SIEGEL 
“the discount houses 
are not happy.” 


Fred B. Dreifus, Dreifus Jewelry 
Co., Memphis, Tenn.: “We have 
avoided all advertising of these 
appliances since the price war 
started, because regardless of 
what we might advertise the 
items for, someone would surely 
cut prices further. To sell mer- 
chandise at cost does not seem to 
be good business. Consequently we 
are going to wait out the situation 
and see what develops. 

“IT think it is impossible to say 
what the final outcome will be. I 
am sure that it will bring about a 
complete reappraisal of the opera- DREIFUS 
tion of credit jewelry stores. I “going to wait out 
have some definite ideas on this, the situation. 
but until matters progress further and we see what hap- 
pens competitively, I think we cannot formulate a policy. 
A year ago, we started increasing jewelry promotions and 
decreasing non-jewelry promoting. I am of the opinion 
that this will be extended.” 





(please turn to page 81) 
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WHAT’S 





WHAT IN 


INVENTORY 


Here’s a simple, accurate way to check stock 
against records, once a year or oftener, for the 
important physical inventory. Also, how to figure 
your turnover—the key to your profit * 


® OUR PROGRAM OF INVENTORY CONTROL is now 
in full operation. We have a record of every item 
in stock; we know what is being sold... we know 
how long everything has been on hand... we 
know where we “stand” as far as inventory is 
concerned. The big question now is: Do our in- 
ventory records fully agree with what we actually 
have in stock? To get that answer... anda 
very important one it is ... Wwe will now take a 
physical inventory. 

A physical inventory is one of the most im- 
portant functions in the operation of a retail 
establishment. In some stores such an inventory 
is taken once each year, usually within the first 
week of January. This is done on a Sunday or 
during an evening after business hours. In many 
stores inventories are taken at least twice a year 
and it is not uncommon for stores to do so every 
30 or 60 days. Needless to say, a great deal de- 
pends on the size of the store. 

As mentioned above, physical inventories verify 
whether a store actually has in stock the mer- 
chandise which is shown in the inventory book. 
If there is a discrepancy, what is wrong? If 
there is a shortage of merchandise, what hap- 
pened to it? If we have merchandise in stock 
for which there is no entry in the book, why is 
this so? When physical inventories are taken at 
frequent intervals it is possible to keep a close 
and effective check on stock and to discover errors 








* Fifth in a series of articles, based on methods used by a number 
of successful jewelry stores. 
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by William Scheibel 


or discrepancies before they become too old or 
pile up. 

The best way to take inventory is to tackle one 
classification, group or category of stock at a time. 
Just for example let us start off with watches... 
with our Line “A” ladies’ models .. . beginning 
with the lowest price brackets and working our 
way up into the line. (See Figure 16.) 


Stock numbers and prices 


One person handles the book while another 
operates an adding machine. The man—or girl 
—at the book runs his eyes down the page and 
seeks out those items still in stock. They are 
instantly recognized because they have no filled- 
in data in the extreme right hand columns. As 
he finds them he calls out their stock numbers 
which are, of course, the page and line numbers 
of their listings, like this: 4904, 4905, 4906, etc. 
After each such stock number he also calls off the 
retail price so that the person at the adding ma- 
chine would be listening to something like this: 


4904... 02220220048 | errr o 
GeeP inci ccces 29.75 ee 37.50 
Sey rt ee 37.50 
Se 29.75 eee 45.00 


... and so on down the list. 

The adding machine tape would look like the 
one shown in Figure 17. 

When all Line “A” ladies’ watches have been 


listed this way the same procedure is followed 
(please turn page) 
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an easy way 


to check 


your stock 


against 


the record 


Fine “A” WATCHES Mant, 


oer (| estan 


fine “A” WATCHES fadizo' 


oer | atten 


Fig. 16. The “book” is the first step in a physical inventory. One person reads 
out the stock number and the retail price of each unsold item, as another per- 
son punches these figures on an adding-machine tape. 


WHAT’S WHAT IN INVENTORY (continued) 


with the Line “A” men’s watches. Each group 
of watches is separated from the others with a 
pen or pencil notation on the tape. The identical 
routine is repeated with all Line “B,” “C” and 
“D” watches. This is also done with the mount- 
ings, rings, lighters, etc. 


Checking the tape against inventory 


When the entire book has been listed on the 
adding machine tape in this manner the final step 
in this physical inventory is then undertaken. 
The actual merchandise is checked off against 
this tape record and this is how it is done: 

One person handles the merchandise and calls 
off the stock numbers of every item as shown on 
the individual price tags. As he calls off 4904 
the person handling the tape crosses out that 
number and permits the price of the article to 
remain. The next number called is 4905, which 
is then crossed out on the tape while the price 
under it is allowed to stay. When all tag num- 
bers have been accounted for it shows that stock 
and inventory records agree with each other. 
(See Figure 17-a.) 

The retail prices that remain on the tape can 
be totalled on the adding machine for a grand 
valuation of the entire Line “A” watches. (See 
Figure 17-b.) Same procedure is then followed 
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for Lines “B,” “C” and “D” watches. After that 
we can check all rings, mountings, loose diamonds, 
lighters, etc. In this way it is possible to get a 
total valuation of each group or category of mer- 
chandise. When all these totals are added to- 
gether we will have a valuation of all items in 
stock or inventory. 


When things don’t jibe 

If a watch is found for which there is no num- 
ber on the tape some careful back-checking is re- 
quired. This task is expedited by the number on 
the tag which immediately leads to the proper 
inventory page and line number for the item in 
question. 

It is possible, similarly, that the tape will show 
the stock number of an article which cannot be 
located. This indicates a shortage or a commis- 
sion of an error somewhere along the line. Either 
situation can be uncovered easily and quickly by 
this simple routine: 

Check all sales slips filed away since the last 
physical inventory was taken. If a slip is found 
covering the sale of the “missing” item it discloses 
carelessness and laxity on the part of the per- 
son responsible for the maintenance of the in- 
ventory record. Such a mistake... or oversight 

. should be rectified at once by checking the 
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article out of inventory in the regular manner, 
using the information on the sales check for this 
purpose. 

If no sales slip is found, the item is either mis- 
placed or missing. The seriousness of such a 
matter cannot and should not be underestimated. 
Every effort should be made to locate the mer- 
chandise, even though the value of the time ex- 
pended exceeds the cost of the article sought. If 
it fails to turn up, its cost will have to be charged 
off to “Profit and Loss” and the word “missing” 
written into the inventory record book under the 
column headings “Sales Check Number” and 
“Customer’s Name.” 


A check-up without stock numbers 


In many stores the taking of physical inventory 
is simplified a bit by eliminating the tabulation 
of the stock numbers on the adding machine tape. 
Instead, only the retail prices are shown. The 
person working the inventory book informs the 
adding machine operator that he will now call off 
the Line “A” ladies’ watches. The machine op- 
erator pencils the words “Line ‘A’ Ladies” at the 
top of the tape and then strikes the keys as the 
various retail prices are called off. 


The same routine is then followed with the 
Line “‘A” Gents’ watches, the Line “A” diamond 
watches and so on through the entire stock of 
merchandise. Thus, all items are segregated by 
groups on the tape with a total valuation for each 
such classification. (See Figure 17-c.) Later the 
actual merchandise is checked off against these 
tapes. The person handling the goods calls out 
the retail prices which are then ticked off or 
checked on the tape. 


This system is simpler because it does away 
with double typing on the adding machine. It 
gives the total valuation of each group of mer- 
chandise the moment the open items in the book 
have been called off. Needless to say, this method 
also saves considerable time. 


In many stores no inventory record is kept of 
merchandise retailing under $5. In other estab- 
lishments no record is kept of goods costing less 
than $5. When a physical inventory is taken 
these items are counted off and their retail values 
totalled on the adding machine. This amount is 
then combined with the aggregate value of the 
inventoried stock which then gives a grand total 
of everything in the store. 

As each physical inventory is completed and 
total value of stock on hand is established it is a 
simple matter to check volume of business done 
during the interval between inventories. For ex- 
ample, let us assume that inventory on hand at 
the end of July amounts to $40,000. At the end 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1958 
















































of August inventory totalled $41,000, which in- 
cludes $6,000 in new merchandise received and 
entered into inventory during August. That 
would indicate retail sales of $5,000 during the 
month of August. 

In other words, it would be closing inventory 
of July plus goods received during August minus 
closing inventory of August equals August sales. 
(All figures are on a retail price basis and do not 
include watch repairs, engraving or other service 
receipts. ) 


The above figure can then be verified with cash 
register or bookkeeping records to determine the 
actual relationship of sales with inventory 
changes. If all records are kept accurately there 
should be little or no discrepancy between actual 
cash register receipts and the sales figures ob- 
tained from the little “formula” or “equation” 
outlined above. 


Measuring inventory turnover 


An efficient inventory program also supplies 
symptomatic information that helps to diagnose 
the health or sickness of a business. It provides 
certain ratios that give the jeweler invaluable 
guide posts to the direction in which he is going, 
businesswise. These ratios compare one item 
with another on the balance sheet or operating 
statement. One of the most frequently used 
ratios is “Inventory Turnover,” it reflects the re- 
lationship between sales and inventory. 


The main purpose of the turnover ratio is to 
measure the efficiency of the owner, manager or 
buyer in purchasing, handling and selling his 
stock. Since hundreds of successful jewelers 
periodically report their turnover figures it is a 
simple matter for any other jeweler to use this 
information as a yardstick by which to measure 
his own figures. 

It is easy to obtain an inventory turnover fig- 
ure. A physical inventory is taken monthly, quar- 
terly, semi-annually or annually. The more fre- 
quently this is done the more accurate will be the 
data obtained. The individual inventory figures 
are totalled and then divided by the number of 
times such inventories were taken. For example, 
let us assume inventories are taken at retail 
prices on the first of January, April, July, Octo- 
ber and again on the first of the following Janu- 
ary as shown below: 





CGS <n dh aeics ie bask aeandane kes e's $40,150.00 
Pi eer eye et rer errr 44,050.00 
SS aN ie teas a eal eS ER i 43,000.00 
Es CER repay oy. Ue ees 53,050.00 
Be RS Sos takes ede bitk ooeeha es 39,250.00 

Total of five inventories ........ $219,500.00 


Since five inventories were taken we divide 
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Fig. 17. Adding machine tapes, listing pairs of numbers 
from inventory book—stock numbers and retail prices. 


(continued ) 

$219,500.00 by 5 which gives us an average in- 
ventory figure of $44,250.00. If sales of mer- 
chandise, not including repairs, engravings or 
other service receipts, amounted to $50,445.00 
for the year the turnover ratio figure would be 
1.14. It would be retail sales divided by average 
inventory which on paper would look like this: 


Retail Sales $50,445.00 


equals 1.14 





equals 





Average Inventory $44,250.00 


Figures issued by the American National Re- 
tail Jewelers’ Association show that the average 
turnover in representative stores reporting such 
data is approximately 1.14. Hence, a store whose 
records indicate a turnover of at least 1.14 can 
be considered to be on the right road as far as 
the relationship of inventory to sales is concerned. 

The turnover figure 1.14 does not mean that 
every item in stock has been sold and replaced 
with new merchandise 1.14 separate times during 
the year. It simply means that the equivalent of 
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Fig. 17-a. One person reads stock numbers of items on 
hand, as another person draws lines across the tape. 


this has been accomplished in terms of total mer- 
chandise sold during the year. It stands to rea- 
son that many items in stock may not have been 
sold at all. On the other hand, there are un- 
doubtedly other articles that were sold and re- 
ordered three or more times. In short, the turn- 
over ratio indicates the number of times the aver- 
age inventory has been “turned” during the 
period. 

Turnover figures vary with stores in different 
volume categories. The figures shown below can 
be followed as a guide: 

Stores with an 

annual volume of 

Less than $50,000 
$50,000 to $99,999 
$100,000 to $249,999 
$250,000 to $499,999 
$500,000 to $999,999 
$1,000,000 or over 


have an average 
annual turnover of 


It is quite apparent that the more frequently 
a stock can be “turned” the greater the profits 
will be without any increase in merchandise in- 
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Fig. 17-b. Another tape is then run off, adding all retail 
prices. This shows value of the whole merchandise line. 


vestment. In other words, the higher the rate of 
turnover the smaller the capital invested in rela- 
tion to or comparison with sales. 


Faster turn equals higher yield 


Suppose we look at this from a more practical 
dollar-and-cents point of view. It is definitely 
more economical to do an annual sales volume of 
$60,000 with an average inventory of $30,000... 
thus getting two turnovers ... than to accom- 
plish this same volume of $60,000 with an aver- 
age stock of $40,000. In the latter instance we 
would be getting only 114 turnovers. 

If a retailer’s net profit on sales is 5 per cent 
his dollar profit on $60,000 sales is $3,000. Any 
merchant who can net $3,000 on an investment of 
$30,000 is certainly more efficient and better off 
than the fellow who has to invest $40,000 for the 
same profit. In the first instance there would be 
a 10 per cent return on invested capital whereas 
there would be only 714 per cent in the latter case. 
These figures are a powerful argument for the 
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Fig. 17-c. Another method records only retail prices from 
inventory book, which are checked against stock. 


importance of fast turnover and the necessity of 
having a proper program of inventory control 
that will help to accomplish this. 


Taken as a whole, the system outlined is a 
simple one. The number of forms has been kept 
to a minimum and they are easy to use. They 
have been laid out so that the information they 
make available is easily interpreted and under- 
stood. Once the system is put into operation it 
can be maintained with a minimum expenditure 
of time and effort. 


It is a good system because it is flexible and can 
be used in large as well as small store operations. 
However, like many other things, it does need a 
good beginning. It must be carefully worked out 
and its methods thoroughly understood by the 
persons responsible for its maintenance. The 
buyer, particularly, should be fully conversant 
with it because his success as a buyer and his 
ability to correctly interpret the requirements of 
his store depend on his knowledge and under- 
standing of the inventory program. gee 
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1. A 48-inch rope of baroque cultured 

pearls can be worn full length 

to complement the downward line of the chemise, 
or double-strand to relieve the bareness 

of a stand-away collar. The 

stark white pearls provide a dramatic accent 

for tone-on-tone costume. The Imperial 


Pear] necklace retails for $75. 


2. Endorsed this year as a good 

color to pick up the accents of the many 

yellow, orange, and citrus tones, the always 
popular amethyst becomes a fashion-right pendant. 
It falls gracefully from a long chain 

to follow the attenuated line of the chemise. 

The 28-carat drop on the gold chain keystones for 


$140 and is by Church & Co. 





Summer 


will be 


golden 


by Jerry Gewirtz 


JC-K Fashion Consultant 








® SUMMER WILL BE BRIGHT and golden, the fash- 
ion experts agree. Fabrics in sun and citrus 
colors, in shades of yellow, orange, red and beige, 
will be featured promotionally. And fine gold 
jewelry, the natural complement to golden tones, 
will enjoy a real burst of fashion glory. 

It’s a year for all jewelry, and a season for 
fine gold jewelry in particular. 


The chemise 

The simple, understated chemise we discussed 
at length in February looks to jewelry for accent, 
drama, color pick-up. It is simple, casual, quietly 
elegant. The very bareness and severity will 
mean more bracelets, more important necklaces, 
longer earrings, bigger rings. This exaggeration 
in size and styling is a necessary counterpart to 
the unrelieved and unadorned silhouette. 

In addition, many of the new costumes are in 
one color from head to toe. Bright accents must 
come through jewelry, either in a harmonizing 
gold, set with colored stones that contrast with 
the one-color costume, or through the dramatic 
pick-up of white. 

The 1958 chemise is reminiscent of the 1920 
look but a giant step away from the inelegance of 
that period. The new chemise is soft despite its 
severity, formal despite its casual lines. It’s a 
silhouette that must have jewelry. 

Just how much the jeweler benefits from a 
fashion climate that looks as if it were created 
with his product in mind will depend on how ex- 
tensively he buys and promotes fine gold jewelry. 


Jeweler and competition 

The interested customer still thinks first of the 
jeweler when he wants a precious gold jewel. He 
believes that it is from the jeweler that he will 
get superior craftsmanship and true creativity. 
He knows, however, that if he doesn’t find these 
qualities in the jewelry store, he can go elsewhere. 
Unlike his father, he can look to other sources. 

Department stores, for example, have been 
quick to understand the fashion and sales possi- 
bilities of fine gold jewelry, and they have hired 
experts to buy and sell it. 

If the jeweler is to maintain his lead over com- 
petitive sources, a lead firmly supported by know- 
how and experience, he must also offer his pros- 
pective customers a wide style choice. He must 
extend his line of fine gold jewelry so it matches 
—at the very least—the price and style range of 
his competition. 

With the changing character of our tastes and 
markets, craftsmanship and creativity are not 
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3. A huge mabé pear! set in gold 


adds the style counterpoint 
to the stark simplicity of the chemise. 


Keystone is $75. From Byard F. Brogan. 


4. The Ring Guild of America, Inc. 
features the single large-stone ring. 
This one of synthetic amethyst, 
bordered by white spinel, 

comes in 14k yellow gold and is 
available in all the synthetic colors. 


Retail price is $27.50. 


5. A new direction adds excitement 
to the otherwise up-and-down chemise 
silhouette. This asymmetric setting, 
enhanced with diamonds, holds 

a single large Linde star. 


Keystone is $140. By Morris Kaplan & Sons. 
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SUMMER WILL BE GOLDEN (continued) 


enough. The jeweler must also feature the new 
fashion. For fashion immediacy and style-right- 
ness are the very bases of our national marketing 
and merchandising philosophy. To be sure, a 
gold creation sells because it is beautiful forever 


6. The slightly larger pin 

that marks the roving waistline 
or the interest in the 

back of the dress ... the exciting 
new shape... the subdued 
Italian finish ... are highlights 
in this 14k pin that has a 

cultured pearl as a color accent. 
The pin retails for $35; 

the matched earrings for $36.50. 


From Krementz & Co. 


7. French-inspired strands 

swirl delicately in these three- 
dimensional earclips of 14k gold, 
platinum and diamonds 

Retail price is $590. Maker 

is Charles Gold & Co. 


8. French wire craftsmanship 
creates a stylized feather, 
accented with diamonds 

and emeralds. By Honora Jewelry 
Co. Retail price is $300. 


9. Emphasis on texture 

is exemplified in this modern 
diamond-and-sunburst earring set 
in which burnished gold is 
broken through with contrasting 
gold lines. The $390 retailer 

is by Wm. Chalson & Co. 


10. The Italian finish now 
extends to the charm. Lucien 
Piccard has created a large series, 
including the garnet-studded 
saccharine box to keystone for 
$83; the ball disk for $65; 

the stone-enlivened model with 
Oriental sapphires, rubies 

and topaz for $90. 


11. Turquoise matrix, set in 
groups of three, creates 

a fashionable pendant necklace, 
drop earrings and matching 
bracelets. The maker is Art- 
Craft Jewelry. Keystone prices 
are: necklace $120; bracelet 
$160; earrings $70. 











12. Yellow gold beads, as perennial as the sun 
colors and as immediate as their style-rightness for 
this year, are by Walter McKenna & Co. 

The 15-inch choker keystones for $115; the 


earrings for $14. 


13. Yellow gold provides the 

dramatic accent for light summer color. 

The floral motif, always a good number, creates a 
flowing design in the bracelet, brooch and earrings. 


By F. & F. Felger, Inc. 


14. This versatile combination 

of yellow gold, braided and interlaced with a white 

gold flexible bead chain, can be worn with 

any other colored gold jewelry. It 

fills in the decolletage of standaway collars. 

Choker keystones for $260 with fold-over clasp; bracelet 


for $160. Made by Forstner Creations, Inc. 
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Highlights in new gold jewelry 


18k gold set with diamonds. 


Bigger jewels to enliven the simplicity of the 
chemise. 


Italian finish for a softer surface; French wire 
for the airy look within the bolder silhouette. 


The huge pendant drop necklace, the bib of 
beads for stand-away collars; the pearl rope or 
twisted gold and bead necklace to complement 
the downward line of the chemise. 


Drop earrings, day and night, to show out from 
under the softer coiffure, to be seen under the 
higher, wider-brimmed hats. 


Bangle bracelets to relieve the bareness of 
shorter sleeves. 


Larger pins, often worn in pairs, and fre- 
quently in a flower motif. 


Return of the large single stone ring. 


Flexible and mobile jewels. Stones are set on 
wire so they move with the wearer. 








SUMMER WILL BE GOLDEN (continued) 


and crafted for the future. But it must also be 
appropriate to the immediate style need—it must 


be in fashion. 15. The Florentine-finished leaves 


Here’s what’s coming of this flower pin open and close. Emeralds, 


This year’s showings of fine gold jewelry indi- sapphires, rubies or diamonds 
cate a new awareness by the manufacturer of the Sein the cuttin in the center of this 
fashion implications for jewelry in the upcoming 
Spring and Summer styles. Study the following 
trends, highlighted in the new lines, and let them Gold Bros. and retails for from $300 to $600, 
influence your buying judgment. Select the ones depending on the stones used. 
most marketable in your area so you'll answer 
 hatearal customer's needs. ; 16. The four-ring knot, in the Florentine 
Yellow gold jewelry lines for 58 were designed 


with an eye to the ready-to-wear silhouette and 
(please turn to page 60) Lester & Co. to retail for $75. 


truly mobile pin. The jewel is by 


finish, is engraved by hand and made by 


17. Sloan & Co. introduces the gold heart 
with the Florentine finish, 

star-set with 10 Oriental sapphires, to 
keystone for $60. 


18. The natural touch for this new 

Erwin Pear! pin, designed to 

complement sun colors for Spring, is the use 
of 18k green gold. Hand engraved in 

the Florentine fashion, the spray consists 


of diamonds and sapphires. For $395. 
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Use this color 
movie to promote 


your diamonds 


it’s yours FREE- 
to show in your town 


a dramatic 
professional 
production 





) 25 minutes of 
SS entertainment and 
information 


This spectacular diamond film in sound and color is a proved 
audience attraction. With a current record of 27,482 show- 
ings before school and club groups and 818 presentations on 
TV, it’s one of the most popular commercial films ever pro- 
duced. It’s yours to use—on a free rental basis—to promote 
your diamonds in your community. 

Titled “A Diamond Is Forever,” it’s ideal for showing 
before high school, college and club groups, for presentation 
as a sales-training aid, and for your TV program. 

A romantic story, fast action and magnificent color pho- 
tography make it a really memorable diamond film. There’s 
an authentic sequence on diamond cutting, photographed at 
a leading New York cutting house...an interesting tour 
through the diamond mines, taken on location in South Africa. 

For details on how you may obtain the film, “A Diamond 
Is Forever,” to show in your town, write to the exclusive 
distributors, Association Films, Inc., at the address nearest 
you: 

347 Madison Avenue, New York 17, N. Y.; Broad at Elm, 
Ridgefield, N. J.; 561 Hillgrove Ave., La Grange, Ill; 351 
Turk Street, San Francisco 2, Calif.; 1108 Jackson Street, 
Dallas 2, Texas. 


Tie in with the national diamond promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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color palette. Jewelry is bigger and bolder; di- 
mensions are very wide or very long. Workman- 
ship is as soft, delicate and lacy as possible. In 
general, outlines are softer and more feminine. 


Necklaces 


Necklaces fall into two categories. The impor- 
tant bib-type or dog collar to wear with the stand- 
away collars on so many suits and dresses or the 


(please turn to page 78) 
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19. The bangle, a fashion 
“first” for ’58 relieves the 
bareness of the shorter-sleeved 
costumes. It is shown here 

with the Florentine finish that 
adds a soft surface interest 

to the severity of 

the chemise. The multi-colored 
cabochons in the wider 

bracelet dramatize the understated 
simplicity of the new 

silhouette. By R. Pearlman, Inc., 
the narrower bangle keystones 
for $160; the wider, 

stoned bracelet for $280. 


20. Barnett Robinson, Inc., 
underscores the importance of 
color in this bangle 

made in 14k yellow gold with 
platinum settings, containing 
15 emeralds and 66 diamonds. 


Keystone is $4,500 


21. The more flexible technique... 
the use of vibrant colors 

such as turquoise in the bottom 
bracelet .. . the over-all significance 
of bracelets to dramatize 

the severely simple chemise .. . 

are all illustrated in 

this trio of yellow-gold bracelets 
by Chesterfield Jewelers. Top 

and bottom models keystone 


at $250; middle model at $420. 


22. Wefferling, Berry & Co. adds a 
gift suggestion for the 

customer who wants the unusual in 
emblematic jewelry 

as well as the different in 

the bracelet. The 14k-gold 
emblematic bracelet has charms that 
retail from $4.50 to $16. 


23. The wider bracelet in 14k 
gold, with scarabs to add color 
vibrancy, is the way Admark 
sees wrist-fashion news for 


Spring. Priced $80 retail. 





BAUMGOLD BROS., INC. 


? j 
ViGIaGhHy THivVile YOU 


to see tneir 


DIAMOND EXHIBITS 


in the 


BELGIAN SECTION 


at the 


BRUSSELS WORLD'S FAIR 


Aprii 17 through 


October 19, 1958 







As usual, Baumgold will exhibit 
the unusual as well as the creative... 


all of which will help you sell more diamonds. 


You are also cordially invited to visit our Antwerp office at 
86 Rue du Pelican. Mr. Theodore Baumgold, who is in charge of 


our Belgian Branch, will be happy to welcome you personally. 


BAUMGOLD BROS., INC. 580 Fifth Ave., New York 36, N. Y. © 86 Rue du Pelican, Antwerp, Belgium 
NEW YORK * LOS ANGELES * TORONTO +* MONTREAL * VANCOUVER * LONDON * ANTWERP 
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by Virginia Dixon 


tne 


importance 


of surprise 


If you can get some three-dimensional “egg heads” 
for this display, they will be most effective, but the 
pleased expressions of the caricature faces can be 
painted as well on flat ovals and mounted on circular 
elevations of varying heights. Use real neckties and 
arrange Father’s Day gift suggestions on the window 


floor and on simple elevations. 


Down with habit and monotony! Windows that do a job for sales 


have lift, life and originality. Here are four ideas for May 


© “TO SEE OURSELS as others see us!” may be a 
desirable quality for others, but for the retail 
merchant it is a necessity — and nowhere more 
necessary than in the display department. Have 
you recently gone outside and strolled past your 
store looking at the windows as if you had never 
seen them before? It is an excellent thing oc- 
casionally to turn some mental somersaults and 
look at ourselves—and our stores as our customers 
see us. 

Is there some focal point in each of your dis- 
plays to catch the eye? Do the colors of back- 
ground, flooring, elevations, merchandise and its 
packaging make a pleasing combination? Is the 
merchandise arranged so that individual pieces 
are each seen to advantage? Do your window 
displays have variety? In all too many jewelry 
stores, the periodic changes which are made are 
so similar in character that it is difficult for the 
casual passer-by to realize that the window has 
been changed at all! There is a tendency which 
seems particularly strong in jewelry stores to 
develop a pattern which gives a very unnecessary 
and certainly undesirable impression of sameness 
to all the window arrangements. 

The purpose of display promotion is to stimu- 
late sales, and monotonous repetition can never 

(please turn to page 64) 


Giant diplomas made of sheets of heavy drawing 
paper serve as display props for the watches in this 
Graduation display. A large, hand-lettered, diploma- 
type sheet on the background carries copy emphasiz- 
ing the quality and variety of your stock of watches. 
Artificial daisies are scattered across the background 
and on the window floor. A dark background color 
would contrast with the white diplomas. 





THE FLOWER OF PRECIOUS JEWELRY 
Only the most elegant jewelry can attract the patronage of those who recognize 
and can afford the finest. Contact the House of Heyman today for brilliant 


originations in platinum and precious stones... and recreations of heirloom pieces. 


Oscar Heyman ¢z Brothers. Inc. 


642 Fifth Avenue, New York 19, N. Y. 


Neckiaces—$1000 and up; Braceiets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 
































(continued from preceding page) 


be stimulating. The fewer the windows you have, 
the more often they should be changed—and 
changed completely different background 
materials, different decorative accessories, differ- 
ent selling themes, different merchandise. Do not 
feature the same type of merchandise in the same 
window week after week. Put the diamonds in 
the silverware window and the appliances in the 








A honeycomb shelf against the back- 
ground displays a good variety of elec- 
trical appliances as suggested wedding 
gifts. Three-dimensional or cut-out wed- 
ding bells are tied with a flourishing bow 
top-center and tiny brides such as those 
used for wedding party favors are scat- 
tered through the window admiring the 
gift selection. Packages appropriately 


wrapped are also shown on the shelves. 


diamond window. If you have only one window, 
alternate various types of merchandise from 
week to week. It may be work to do this, but it 
will make for more effective selling displays. Va- 
riety will force attention where monotony per- 
mits indifference. Make your windows so varied 
and interesting that passers-by will look for your 
window changes. Zan 








Ps 

Popular sheet music is used against the window back- 
ground to catch the attention of the young girl to this 
display of china, crystal and silver patterns. “Pick 
your Favorites!’’ sets the copy theme, which can be 
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expanded on the large window card and might well 
include an invitation to register their pattern prefer- 
ences with the store. Merchandise is arranged in 
groupings of harmonizing design. 
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NEWI Beautiful Orange Blossom Catalog 


makes extra ring sales for you! 

















Here’s the pay-off to the great Traub Collection promotion .. . 
Orange Blossom’s all-new catalog. 

It’s beautiful, distinctive—with photographs that show diamond 
rings as drawings never could—with suggested retail prices opposite 
every page. And it makes both Orange Blossom Rings and Schumer 
emblematic jewelry easier than ever to sell and order. 

Look into the advantages you get only with quality-made, fast- 
moving Orange Blossom Rings . . . big-space national advertising— 
hard-hitting promotion pieces—special showings of the Traub Collec- 
tion—and the finest new catalog in the industry. Send coupon today! 


Orange Blossom Rings 
CAs special as love tse! 


Schumer Bros. Div., Cincinnati, Ohio — for fine emblematic and special-order jewelry. 
Canadian plant: Traub Manufacturing Co. of Canada, Ltd., Walkerville, Ont. 
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Style No. 219 


Style No. 597 


Every Orange Blossom style, 
plus the Traub Collection, 
in beautiful photography. 
Order from it! Sell from it! 


Style No. 967 


Style No. 235 


Traub Manufacturing Co. 
Dept. T-85 
1934 McGraw, Detroit 8, Michigan 


7 
7 Please send me full details on Orange Blossom’s 
complete new selling plan. 
l 


Name 


Firm 











City Zone __State 





by Gladys Babson Hannaford” am 


Between you and the sale of a diamond .. . 


YOUR MARK-UP 


® A wholesaler in New York who specializes in 
larger diamonds told me of this experience. On 
his last trip he had called on a jeweler in a smaller 
city at an opportune moment. One of the jeweler’s 
customers was interested in purchasing a four- 
carat fine diamond. In the wholesaler’s stock was 
a fine stone that seemed to be just right. The 
jeweler asked the price and doubled it, shook his 
head and said, “I just don’t think he will go that 
high.” 

The wholesaler reminded him that there was no 
need to keystone a diamond in this price range. 





A fine stone on memo... should he be content 
with 25 per cent clear profit? 











He explained, “This sale will take no more of 
your time than a smaller sale. Because you have 
no investment in this diamond—really no over- 
head — your gross profit becomes your net. 
Wouldn’t it be better to have a clear profit of, say, 
25 percent on a sale of this size than to make no 
sale at all?” 

The jeweler had never thought of memo goods 
in this light before. He was willing to experi- 
ment. He not only made the sale but has made 
two since on the same basis, each running to 
five figures. 

Another jeweler who insisted on keystone for 
an important piece of diamond jewelry lost the 
sale to a customer who said quite frankly he could 
do better in New York. That jeweler said he con- 
sidered anything less than keystone to be price 
cutting and unethical. This is a very costly 
fallacy. 

Very few small-city retailers buy expensive 
diamond jewelry for stock. In their communities 
there is not enough call for it. When the oppor- 
tunity arises to show this type of merchandise, 
they get it on memo. If sold, they buy the piece. 
If not sold, it is returned to the wholesaler. How 
much expense does the jeweler bear? 

Look over the fine merchandise your whole- 
salers have and familiarize yourself with the 
prices. Then when you are in any of the larger 
cities, shop the fine jewelry stores so that you 
have an idea of the mark-up they commonly put 
on such merchandise. Many use a sliding scale 
mark-up. As the diamond or diamond piece goes 
up in size, the percentage of mark-up goes down. 
The dollar profit is still much more than that to 
be earned on many smaller, more time-consuming 
sales. 

The big-city jewelers have done a masterful 
job in promoting the sale of diamond jewelry run- 
ning into six figures with those in the top income 
brackets. They will not hesitate to send a super- 
salesman across the country to show a fine piece 
and create a desire for it. But they know that if 


(please turn to page 82) 
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R. J. VENNER, owner of R. J. Ven- 
ner Jeweler. 


THIS NATIONAL CASH REGISTER mechanically posts all charge and payment Scomanntienn immediately, thus 





ATTRACTIVE EXTERIOR gives distinctive store 


personality. 


eliminating losses from hand-written records. 


A NATIONAL Seecant has greatly reduced bookkeeping expenses for this jewelry store. 


“Our ational Charge-Posting System 


saves us 2,000 a year... 


repays its cost every 12 months.’’_z. J. Venner, Jeweler, Kalamazoo, Mich. 


“Our previous manual method of 
recording charge transactions fre- 
quently resulted in costly errors, pri- 
marily because of all the handwritten 
work it involved,” writes R. J. Ven- 
ner, owner of R. J. Venner Jeweler, 
Kalamazoo, Mich. *“‘Now with a 
National Charge-Posting System in 
our store, we get complete customer 
account records quickly, and without 
error. 

“By supplying us with a printed, 
ledger account record of each trans- 
action plus a printed customer re- 
ceipt, our National Cash Register 
has greatly increased customer con- 


fidence in our operation. In addition 
to giving us a printed record of sales 
by department, our National Charge 
Posting System also keeps our 
charge customers’ accounts current 
to the last transaction at the time 
transaction occurs. 

“Through over-all increase in effi- 
ciency and economy of our opera- 
tion, our National System saves us 
more than $2,000 a year, repays its 
cost every 12 months.” 


owner of R. J. Venner, Jeweler 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES @ HELPING BUSINESS SAVE MONEY 
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Your jewelry store, too, can benefit from 
the time- and money-saving features of 
a National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular year- 
ly profit. For complete information, call 
your nearby National representative 


today. He’s listed in the yel- 5 in* 


low pages of your phone book. 


- 


“TRADE MARK REG. U.S. PAT. OFF. _ 


asm REGISTERS * ADDING macHines 
_ ACCOUNTING MACHINES — 


Nee paper ite Carson rouse) 
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by Dr. Frederick H. Pough, 
Gem Consultant to JC-K 


From x Cig to 9 


in gem appraisal 


Bringing you up to date on corundum 

(why you rarely see the orange-pink type) ; 
irradiated diamonds; various interesting 
garnets; and peridot, “the evening emerald” 


@® KASHMIR is preeminent for sapphires. Oc- 
casionally it yields stones of ideal color; with the 
result that its name is given to all the finest 
stones, which are known as “Kashmir sapphires.” 

Their special quality is in their inclusions as 
well as in their color. Rich royal blues, perhaps a 
little blacker than the “Kashmirs” but very beau- 
tiful, occur in Siam and Burma. But these stones 
have a hard clarity, whereas the tiny dustlike par- 
ticles diffused through the Kashmir sapphires im- 
part a nebulous luminescence that makes them 
unique. 

Kashmirs, at their best, also are equally lovely 
in daylight or in artificial light. Australian 
(Queensland) sapphires may appear a fair blue 
by day and turn almost inky black by night, so 
they are worth comparatively little. Inclusions 
such as “silk,” when they are too obvious, are un- 
desirable, but if they do not show much on the 
crown, they are not too objectionable. Very large 
sapphires can be had—up to 300 or more carats 
—in contrast to the small sizes and limited selec- 
tions in rubies. 


Montana sapphires 


The paler blue sapphires include the so-called 
Montana sapphires. This is a trade term for 
light bluish-green stones, usually small, found in 
the gravelly sand bars of the upper Missouri 
river, near Helena, Mont. These are currently 
unimportant. Also unimportant today, but peren- 
nially quivering under renewed threats of exploi- 
tation are the old Yogo Gulch sapphires of the 
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New Mine Sapphire Syndicate. The best were a 
very fine deep blue color, shading into purple, 
but the crystals were always small and thin. Five 
or six carats is probably as big as any of these 
stones came, but they were nice. 

Blue Ceylon sapphires tend to turn purplish 
under an artificial light. One group changes from 
a fine blue (very deep for Ceylon) to amethystine. 
They are known as “alexandrite-type” sapphires. 
They were formerly much more common (at least 
cheaper) than they are now. Eventually they 
will probably cost even more than the current 
$50-per-carat wholesale price. The larger and 
paler Ceylon sapphires are more easily available 
than the deeper Kashmir, Burma and Siam 
stones. Australian stones are usually too dark 
to be cut large, and Montana crystals are always 
small. Two or three carats is big for a “Mon- 
tana.” 

We sometimes see stones which are a little 
cloudy with rutile, but which were, nevertheless, 
faceted—probably years ago when star stones 
were not commercially acceptable (America was 
the first market for stars; it is only lately that 
Europeans have awakened to their beauty). Some 
of these early stones could now be profitably recut 
into star stones. A reverse condition also exists. 

“Stars” have been cut that are too weak in in- 
tensity to be allowed to remain as stars; they 
might better be recut into cloudy “‘pseudo-Kash- 
mir”-faceted stones. Keep this in mind when 
examining old jewelry, for a little intelligent re- 
cutting can often raise the value of a stone. 


Fancy sapphires 


The fancy-sapphire group is full of examples 
that mimic other stones, all of which are more 
famous but not really so fine as the corundum. 
Here too ignorance can be costly. Pink sapphires 
are the prize example. Until recently they sold 

(please turn page) 
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offers you all these advantages: 


Because IMPERIAL is Nationally Advertised 


Imperial—undoubtedly the foremost name in cultured pearl 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 
in All Price Ranges 
Only Imperial offers necklaces, rings, pins, bracelets, earrings, 
7 clasps, charms and pendants, in gold-filled, gold, and platinum 
Look for the Man from Imperial! ! . . . with cultured pearls and also augmented with precious 
ink diesel Miedo laid alanis 7 stones. The most complete line of cultured pearl and diamond 
of outstanding quality, style, and , jewelry of all types. 


value in Cultured Pearls. What is 
more ... your Imperial representa- 


tive can offer selling ideas and pro- ! Because IMPERIAL Sells Direct to You 


motions that will make cultured pearls 
one of the most profitable depart- 


ments la your stere. Imperial Cultured Pearls are from the leading farms in the 


Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 
are the one who makes the long profit. 


Because IMPERIAL Gives You a Complete Selling Plan 


In addition to advertising mats, store displays and other sales 
aids, Imperial has developed numerous proven special promo- 
tions. These selling plans can be tailored to any size operation 
and assure year ‘round volume cultured pearl sales. 


IMPERIAL 
PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 


681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuka, Ku 
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“C” TO “P” IN GEM APPRAISAL 


(continued from page 68) 


more cheaply in New York than in Ceylon, ac- 
cording to some of the Singhalese dealers. To- 
day, however, they have almost disappeared from 
the New York market. A good many were bought 
up at bargain prices by Ceylonese purveyors of 
star stones and were taken abroad for resale in 
lands where they were more appreciated. The 
“padparadscha” is an orange-pink sapphire sel- 
dom seen in this country. Connoisseurs of the 
East pay so much for fine examples that Ameri- 
can buyers in the Orient can rarely afford them, 
and few jewelers have even seen them. 


Golden sapphires 

Golden sapphires are the commonest of the 
fancy sapphires. Usually native-cut (see pic- 
ture), they are likely to be badly shaped, irregu- 
lar in their coloration, and marred by flaws and 
inclusions. Recut into clean modern stones, they 
are very attractive, with a fine color and bril- 
liance. But they are relatively high in price— 
$10 to $25 a carat. Native-cut stones may seem 
to be disproportionately cheap until one goes 
through a paper of them with a lapidary, hope- 
fully looking for a few to improve. 

There is one new caution about golden sap- 
phires to be noted. Irradiation colors all cor- 
undum yellow, though the tint usually seems to 
fade on exposure to light. (Recently someone has 
claimed to have developed a process that makes 
the coloration permanent, but the claim has not 
been verified.) Heat removes the effects of ir- 
radiation too. A little light heating on the sur- 
face of an upright Birdseye-type bulb will quickly 
determine if the color is persistent and natural! 
Large clean golden sapphires of fine color are not 
easy to obtain. 


Diamonds 

When we come to diamonds, comments on sizes, 
qualities and prices are superfluous. These as- 
pects are too well known to need further dis- 
cussion here. The standard brilliant and emerald- 
cut shapes are always available in most sizes. 
Marquises and pear-shapes are likely to be cut 
only from suitably shaped bits of rough for the 
sake of the high percentage of recovery. At- 
tempts to cut them from ordinary shaped pieces 
would entail too much loss of material to be prac- 
tical. Consequently, the selection may not be 
large and one cannot be overcritical of those 
supplied. Naturally, some will seem too long and 
too thin, while others appear too broad and too 
fat; just as some pears will appear long and 
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graceful while others seem stubby and square 
ended. The final outline is determined by what 
the rough will produce with a minimum loss in 
weight, and this consideration takes precedence 
over the aesthetics of the silhouette. The cus- 
tomer who is critical in this respect should be 
prepared to look long for his perfectly propor- 
tioned stone and possibly to pay a premium for it. 

One other aspect of diamonds is worthy of spe- 
cial mention here. This is in relation to the col- 





Native-cut golden sapphire. The top is a square brilliant 
type of facet distribution; the bottom a series of parallel 
steps. This is a typical cutting of a Ceylon-finished stone. 





ored diamonds now on the market. In natural 
colors—the pinks, purples and steel-blues—one 
must take what one can get, and a jeweler cannot 
go looking for a few fancy stones to fill a special 
order with much hope of success. In treated 
stones, we should gauge values as we do in the 
natural stones, for all sorts of stones have been 
treated. Most dealers prefer clean and VVS 
stones, though others treat stones of so little merit 
that one wonders if the treating cost doesn’t ap- 
proach the value of the original stone. Since dark 
capes give results that are as good as those from 
light capes, it doesn’t make sense to treat stones 
that are at all salable in their untreated condition. 

One must assume that any stone in a treated 
hue was not expensive before its metamorphosis. 
Enough stones have been treated now to reassure 
jewelers as to their marketability, and to give 
those who do the treating some confidence in pre- 
dicting the outcome. Not enough attention is paid 
to the numerous risks accompanying diamond ir- 
radiation. And insufficient price distinction has 
been made between stones in which the outcome 
was disappointing and those which emerge with 
the most beautiful hues. Actually, some stones 
should be sold at a substantial markup over the 
original cost plus the treating charge. Others 


should go promptly at cost. A dealer who knows 
(please turn to page 76) 
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DIAMONDS 


Emerald ‘oF 
and Marguise 


SAPPHIRES 


-UBIES «EMERALDS + STAR RUBIES 
SAPPHIRES - PEARLS + CAT'S EYES 


We have a larec stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. let us cooperate with you on 


your special calls. 


We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale. 


JEROME RICHHEIMER 


608 Filth Avenue New York 20, N. Y. 
3 


Phone Circle 5-567 


~ 
* CHESTERFIELD JEWELERS, INC. 
33 West 46th Street, New York 36, N. Y 
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This jeweler’s wife put a greeting card 


rack in their store... and now 


Even ‘timid’ shoppers come in 


THE AUTHOR, LEFT, GOT HER WAY—AND ALEX IS GLAD THAT SHE DID. 


by Mrs. Alex Timmreck 


® When I suggested a greeting card rack for 
our jewelry store, my husband shook his head. 
“Greeting cards just don’t go with diamonds and 
silver,” he told me. Everyone seemed to agree 
with him, even the Hallmark salesman. 

Being a woman, though, I didn’t give up. I 
wheedled them into letting me try. 

That was 15 years ago. Today we’re known 
throughout this area for our excellent selection of 
cards; and those “doubters” now admit that card 
racks are among the best traffic items a jeweler 
can add to his line. People—men particularly— 
don’t hesitate to come in for a 25-cent card as an 
excuse to browse around; and, very often, they 
end up by buying a gift to go with the card. 


My interest in cards started as a hobby, long 
before I knew I was going to be a jeweler’s wife. 
I used to spend pleasant hours in a little shop on 
Newberry Street in Boston, hunting for cards 
that said just the right thing, more than the con- 
ventional “Happy Birthday.” 


Then I became Mrs. Timmreck and moved to 
Sheridan, Ore., a town of about 1950 population. 
Our jewelry store was very small. We carried 
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only diamonds, watches and silverware. I wanted 
to work along with my husband, but I didn’t 
know anything about these things. That’s why I 
begged for a greeting card department. 

It clicked from the start—even when I had just 
one tiny rack of cards and gift wrappings. The 
first year we retailed about $1,000. Now we have 
nine racks of cards, stationery, gift wraps and 
seasonal goods; and we’re averaging more than 
$3,400 a year from those items alone. 

Best of all, this department lures in customers 
who want to “shop” for a gift, but who just can’t 
overcome a sort of fear of jewelry stores. 

Many times someone will come in and stop to 
look over the jewelry on display. When we ask if 
we can help, they’ll answer: “Oh, I just came in 
to buy a card; but I can’t help but look at all of 
your pretty things.” With a little judicious prod- 
ding, they’ll buy some of those “pretty things.” 

I remember one man who just wanted a “nice 
card” for his wife’s birthday—and he ended up 
getting a handsome Chinese figurine and bowl 
for $25 as well as the card. 


If you’re interested in starting a greeting card 
(please turn page) 
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Kahn. Jacobson, |[nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: CIrcle 5-4313 
. 32/34 Holborn Viaduct, London 
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Unusual ~ 


Only when created 
by real artists can the 
unusual be truly 
beautiful. Such is } 
the case with this | Also available in 14K 
aquamarine and | yellow gold with a variety 


; ° of stones including 
diamond 14K white | shears Amotieyel, 


gold ring... Tourmaline and Peridot. 
a unique design, 

brilliantly executed 

in the CHURCH & 

COMPANY tradition. 


3082W 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


bt Trade mork registered in U.S. & Canada 
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“We'll lend you what you need 


to throw your party” 


by Ruel McDaniel 


This Texas jewelry store furnishes 
punch bowls and other accessories for 
special parties without charge 

or obligation . . . and reaps extra sales 


® GIVING AWAY CERTAIN SERVICES has been a 
major factor in building silverware, china, and 
crystal sales for Schvab’s Jewelry Store, Har- 
lingen, Texas. The management initiated the idea 
soon after the store opened 12 years ago, and 
today “borrowing from Schvab’s” is a tradition 
in the Harlingen trade area. 

Otto and Mrs. Schvab, owners of the store, 
started the service by accident. A young woman 
friend of theirs was in the store one day. She was 
having a small party that evening to announce 
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Mr. Schvab checks out a party service 
for the mother of a bride. Free lend- 
ing has boosted his gift and general 


jewelry business. 


her engagement but she said she had no punch 
bowl or cups from which to serve the punch she 
had to planned to prepare. 

The Schvabs, on an impulse of helpfulness, said 
they would lend her a crystal punch bowl and 
enough cups to serve her guests. She accepted 
the offer with delight. 

A short time later a friend of the girl’s came 
in and asked if she, too, could borrow the punch 
bowl. Before they realized it, the Schvabs were 
furnishing accessories for quite a few parties 
in town. Those who received help were so ap- 
preciative that the store owners concluded it 
might be sound sales promotion to turn a casual 
gesture into a steady service. 

Today the store has two large crystal punch 
bowls, 12 dozen punch cups, 12 dozen plates, two 
silver cake knives, two silver cake servers and 

(please turn to page 83) 
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Sapphires, Star Sapphires 
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of Exclusive Design .. . 
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Here's a part of 
our extensive collec- 
tion of fine quality 
Rotary Club jewelry 
in 14K gold. Since 
Rotary Clubs change 
presidents in J une, 
your customers will 
be particularly in- 
terested in our excel- 
lent assortment of 
Past President pres- 
entation buttons. 





Wrerreriine Berry & CO. 


wMeemueseenrn AMERICAN socierTy 





THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 6B, N. J. 
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“C"’ TO “P” IN GEM APPRAISAL (from page 70) 


little about them can damn the most beautiful 
treated stones ever produced by sneering, “It 
doesn’t look natural.” What has that got to do 
with it? If it’s treated and beautiful, why 
wouldn’t it be a disadvantage for it to look 
natural? 


Garnets 

The garnet group is a large one. Large dark 
almandines, red stones with a purplish cast, are 
often quite clean. They are obtainable in most 
of the needed sizes, though usually a large one is 
so dark that it has little life. Some of the crudely 
cut, irregular Indian cabochons show a four-rayed 
star. Such stones could be faceted, but since 
they are so dark there is little reason to do it. 
Pyrope garnet is deep and really red, like a dark 
Siam ruby. It usually comes in small pieces. 
Many once came from the Western anthills along 
with peridots. Others are found in the garnet 
jewelry of Bohemia. An identical type is found 
in South Africa in the diamond deposits, where it 
is known as “Cape Ruby.” They are always small 
stones, and are usually not expensive. 


Brown garnets include two types, the spes- 
sartites and the hessonites. The hessonites (min- 
eralogically they are grossularite garnet) come 
from Ceylon and radiate a lovely rich orange- 
brown. But they are filled with small inclusions, 
crystalline cavities that are apparent to the naked 
eye. They are always cut in Ceylon before com- 
ing to the Western markets, so they are poorly 
cut and almost invariably chipped and filled with 
flaws. As a result, few Western lapidaries con- 
sider them worth recutting, and few jewelers 
realize the ubiquity of flaws, so there is little 
market for them. This is unfortunate because 
they are attractive, unusual in color and very bril- 
liant. Any jeweler who wishes one can get it, but 
he must plan on having it recut to suit his needs. 
Few wholesalers, however, will have any recut 
on speculation and can offer only native-cut 
stones. Which means that immediately salable 
stones are not easily obtained on memo. 


The other brown garnet is spessartite. This is 
a manganese garnet best known to gem literature 
from a Virginia occurrence of orange-brown, 
cloudy and flawed crystals. Many of these were 
cut years ago by Tiffany, and the species has got 
into history as being rare and valuable. How- 
ever, developments of recent years show spes- 
sartite not to be an especially rare stone. 


Demantoid garnet 


Demantoid garnet, a green variety of the andra- 
dite garnet, is the most expensive and elusive of 
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the group. The demantoid crystals grew as 
rounded nodules along the surface of an asbestos 
mineral vein. The cut stones often include 
“horse-tails” of foreign fibers. Clean deman- 
toids are extremely rare. So in a search for a 
suitable stone, we are wise if we place our em- 
phasis on color perfection, and consider flawless- 
ness a secondary matter. Small demantoids are 
common and can be obtained in reasonable quan- 
tity. In jewelry they appear most often studding 
the backs of lizards or turtles and as small bright 
substitutes for emeralds in brooches. Generally 
they are brilliant cut. One- to two-carat stones 
are not hard to find at $100 or so acarat. Larger 
stones show up only occasionally and may be 
quite dear. They seldom exceed six carats. 

Most of the large demantoids that appear on 
the market lack the bright yellow green of the 
little “olivines.” They are paler and bluer green 
and do have good brilliance and fire. All the old 
ones came from Russia, so like Russian emeralds 
and Russian alexandrites, we have to rely on old 
jewelry and old stocks for our current limited 
supplies. Don’t be fussy about flaws if the size 
is right and the color good. A demantoid with 
good color is about as fine a green stone as one 
could ask and the equal of any emerald ever 
found. 


Peridot 

Peridot, the “evening emerald,” is a very dif- 
ferent story. Small peridot pebbles, up to about 
six carats in weight, are abundant in the South- 
west, along with the pyrope garnets mentioned 
above. Peridots must be clean to have any value, 
and their color should be a good green. Even so, 
they are worth only a dollar or two a carat. Our 
larger stones come from Egypt and Burma. Clean 
Egyptian peridots may weigh 100 to 200 carats 
or more, and Burma ones can be even bigger. All 
peridots look cloudy because of their strong double 
refraction. Fine stones have cost, at one time or 
another, up to about $15 to $18 a carat. The re- 
cent large Burma stones are a little darker and a 
little cloudier than the Egyptian peridots. They 
are much cheaper, having sold for $8 te $10 a 
carat wholesale; and they brought down with 
them the price of the clearer Egyptian stones. 

Peridots are cut as the rough dictates, so a com- 
plete series of calibrated sizes is not available. 
Nevertheless, the adequate supply makes it pos- 
sible for the jeweler to get a selection that will 
satisfy most customers. Peridots are fragile, so 
caution your setter and your customer to be care- 
ful in their treatment of the treasure you have 
found for them. 

Next month we shall conclude this series with 
quartz and its varieties, spinels, topazes and 
tourmalines. Zea 
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Series 34V is made in 10% Iridium Platinum, 14K. Yellow Gold and Jewelry Palladium. 


Series 35V and Series 50V are made in 10% Iridium Platinum only. 


VICTOR settings are always smooth and perfect, highly polished and free of any 
trace of roughness. Each and every setting is precise and exact. It must be — to 
pass our inspection! See for yourself . . . compare them under your glass and you 
will agree . . . they are the finest, the absolute peak of quality! 


All series and sizes shown are ready for immediate shipment to you. 


Wanaque, New Jersey 
IC T O Rk COMPANY, NE. © TErhune 5-1962 
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SUMMER WILL BE GOLDEN (from page 60) 


very long bead or pear] rope to follow the long 
silhouette of the sheath. Knowing that gold 
jewelry must look right now to sell in the im- 
mediate days ahead but must also promise equal 
wearability in the future, many manufacturers 
have modified their styles. The long pendant 
drop, for example, is classic, but also answers 
the fashion requirements of the ’58 necklace. It 
can be worn at the end of a longer chain. The 
long cultured pearl rope, made with baroque 
pearls to keep the price within more of a volume 
market, is 48 inches long and the perfect, chic 
accessory for today. It can, however, be worn as 
a shorter double or triple strand next year. 


Pins 

Pins are slightly larger than they have been, 
but designed to be worn in pairs. Here again, 
jewelry designers bowed to the dictates of ready- 
to-wear makers who made dresses so that the pin 
would be the style punctuation point—to relieve 
a very wide lapel, or to highlight a roving waist- 
line that is very high or very low. 

New pins win eye appeal through their mobility 
and flexibility. Stones are set on mobile wires so 
they actually move with the wearer. This is an- 
other trick by craftsmen to offset the inflexibility 
of the chemise. 

Many of the pins featured in Spring lines are 
in flower motifs, crafted to live harmoniously with 
the new colors borrowed from nature, but to offer 
the same long-time appeal live flowers do. (Many 
costumes this Summer will be ornamented with a 
fabric flower, and the jeweler would be wise to 
recommend a precious one to replace the fake.) 

Bangles dangle prominently in the ’58 line-up 
of fine gold jewelry. Bare-armed dresses and 
shorter-sleeved suits leave a wide expanse from 
cuff-end to hand. This is the place (as well as the 
right time) to promote bracelets. 

The dangle theme sounds in other style varia- 
tions. The outstanding fashion in Spring ear- 
rings is the drop. Higher hats and softer hair- 
lines almost make them a necessity, even for 
daytime wear. When, however, earrings are clip- 
ons, the makers have designed them to be flexible, 
in order to bring the movement into the chemise. 


Rings 

Rings really inspire selling effort, because they 
are style-right as well as beautifully designed. 
This is the year for romance in accessories and 
romance in rings is very appropriate. Most 
prominent, we believe, is the ring set with the 
single large stone. It is the style-stopper when 
the wearer is clothed in the calculating simple 
silhouette. The gem, the precious stone, the cul- 
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tured pearl are suitably set when they are large 
and attention getting. 

The Italian finish, soft as sun colors and a 
warm contrast to the starkness of the chemise, 
appears in every line. French-inspired wire tech- 
nique is equally important, used to create a deli- 
cacy of workmanship and a lightness of line in 
the bolder outlines of the new jewels. 


A riot of color 


Color is used with abandon. Colored stones 
appear in the very simple as well as the most 
extravagant of the new fine gold pieces. The 
jewelers apply emeralds, rubies, sapphires, tur- 
quoise, coral, cultured pearls to even the tiny 
charm. 

Diamonds and yellow gold seem to be a perma- 
nent marriage, each one adding to the brilliance 
and the beauty of the other. Eighteen-karat yel- 
low gold, in even the medium-priced gold jewelry, 
is a definite fashion that has matured already 
into a long-time trend. Zea 








EVEN “TIMID” SHOPPERS COME IN 
(continued from page 72) 


rack in your store, I’d like to pass on to you some 
practical suggestions from our experience: 


® Get a good line of cards, not the ordinary 
variety store lines. We have Hallmark, Gib- 
son and Buzza Cardoza. We don’t have a 
written franchise, but the companies are all 
very loyal in protecting us. It’s a verbal 
agreement that they will not put the line in 
more than one place in a small town. The 
amount of traffic per store determines pro- 
tection in the larger cities. 


Put your card racks in the rear of the store, 
or someplace where card customers will be 
exposed to merchandise which, otherwise, 
they might not see or ask for. At first you 
might put the racks up front and use window 
displays. We did; but once your card trade 
is established, promotion isn’t necessary. 


To save space—a real problem in many stores 
—use file systems, sample cards and albums 
for seasonal goods. 


It’s really no trouble to start a greeting card 
department. The major companies provide the 
racks and set up controls for you. From there 
on it’s easy and requires a minimum of time and 
work. <A card department brings you a nice 
profit as well as new customers; and, unlike some 
miscellaneous traffic items, it adds to the prestige 
of any fine jewelry store. Zan 
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America’s Most 
Comprehensive 
Line of 

Scarab Jewelry. 
Write for 
Catalog! 


DISPLAY CARDS * 


Copyrighted 1958 by ADMARK 


“TAIA" — Order No. 256 1/20 10K Yellow G.F. Only $11.00 Key. 
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SMASH HIT in Scarab Watch Attachments!! 








An exciting innovation by Admark that is getting an 

enthusiastic reception from coast to coast. Two pieces of 

jewelry in one—a watch attachment, a colorful bracelet— 

featuring genuine “Queen-of-the-Nile” scarabs in all their 
glory! Order now for early delivery! 


TRADE MARK REG U.S. PAT OFF. 


714 SANSOM STREET 





T.M. Reg. 





PHILADELPHIA 6, PENNA. 








—— BEAUTIFUL STYLING .. 
EXQUISITE CRAFTSMANSHIP ... 
guarantee satisfied customers 
for the world-famous JUNGHANS clocks 
and the renowned DIEHL clocks 


@ Sold only through selected wholesalers. 
@ CATALOG available on request. 





955 Solid brass WALL CLOCK 


20/6099 Smart WALL maeex. 

grey dial, 8- day bim-bam om silk rope, applied figures and 
brane ee a" xii” wedges. 8-day movement. Dial 9”. 

JUNGHA Retail $59.95 DIEHL Retail $42.50 


Additional inquiries from Wholesalers Invited by 
SOLE U.S. DISTRIBUTORS 


€<hronos Clock Corp 


141 Fifth Avenue — New York 10, N. Y. 











Phone: SPring 7-5100 
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promotion. 
ideas 
for 
MAY AND JUNE 


Tie in with the special “days,” “weeks” and 
“months” of May and June, to keep people looking 
at your windows and coming in to buy on impulse 


® GOOD PROMOTIONS are the essence of good re- 
tailing—and they should be continuous. Some- 
times you know exactly what you want to promote 
and how you want to promote it. But other times 
you wonder, don’t you? The suggestions offered 
here may help to carry you through some of those 
“wondering” spots for the months of May and 
June. They’re based on the official ““Days” and 
“Weeks” and “Months,” and all of them are 
sponsored by some association or other. 

May 11 is Mother’s Day, which by now has 
become the year’s second biggest gift-giving oc- 
casion, topped only by Christmas. Appropriate 
pieces for you to feature are almost as numerous 
as your inventory. Get in touch with the National 
Committee on the Observance of Mother’s Day, 
129 W. 30th St., New York, and with companies 
furnishing promotional materials. 

“Buddy” Poppy Week, for the benefit of our 
needy veterans, is really two weeks, May 16 to 30. 
A plentiful sprinkling of bright-red poppies will 
stamp you as a considerate and patriotic citizen. 
“Remember your serviceman” or “Remember your 
veteran” will help make people remember. 

World Trade Week, as usual, is the third full 
week in May (May 18 to 24). What industry 
better typifies the battledore-and-shuttlecock of 
world trade than the jewelry industry? Show 
gems and giftwares from distant shores, together 
with a map identifying the various localities your 
merchandise comes from. 

May 21 to 27 is National Coin Week. Interest- 
ing coins can be used for an unusual and striking 
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display. Also show coin-set bracelets and other 
jewelry. 

May 26 to 30 is Packaging Week. If you do 
gift wrapping, you may want to tie in with this 
occasion. You could even put a bow-tying machine 
(if you use one) in the window. 

Memorial Day (May 30), a legal holiday in 
most states, provides occasion for patriotic dis- 
play. Flags and bunting can furnish a background 
for plaques, trophies and men’s gifts. 


June promotions 


June is both National Recreation Month and 
Portable Radio Month, and jewelers can tie in 
with radios, tape recorders, playing cards and 
anything else suitable for vacation use or wear. 

June 3 is Jefferson Davis’ Birthday, the Con- 
federate Memorial Day, when Southern jewelers 
will want to dress their windows with patriotic 
symbols together, possibly, with a picture of their 
southern hero-statesman. Incidentally, don’t feel 
that every promotional or patriotic tie-in must be 
accompanied by related merchandise. If it is so 
accompanied, all the better. But the tie-in may 
be just excellent publicity. 

June 7 to 14 is “Let’s Play Golf’ Week. You 
could set up a miniature putting green in your 
window, with a ball about to topple into the hole. 
For merchandise, plaques, cups, trophies, shock- 
proof watches, watch bands, men’s jewelry and 
cocktail sets. 

Or you might prefer to use the same week for 
National Flag Week—the dates are the same 
—and display flags. Assemble the President’s flag, 
the flag of the Coast Guard, the general’s flag, the 
admiral’s flag, etc. Or use the various historic 
flags, such as the well-known “Don’t tread on me”’ 
Gadsden flag of 1775 with the snake on it, the 
Bunker Hill flag—bet you never realized how 
many “national” flags we have! Or you could 
show the evolution of the national flag—how it 
developed from the first one of 1777 with its 
13 stars in a circle to our present one with its 
full platoon of 48. 

Now we come to Father’s Day—June 15. And 
did you know that’s preceded by National Ex- 
pectant Father’s Day? No fooling—June 14! You 
can combine the two, if you like, but be sure you 
let your public know in no uncertain terms what 
“Day” June 14 is. They’ll get as much of a bang 
out of it as you do. And to amuse people is the 
best way in the world to make them your friends. 
Incidentally, the average Father’s Day gift costs 
$10 and women buy three gifts out of every four. 
(The sponsor of Father’s Day is National 
Father’s Day Committee, 50 E. 42nd St., New 
York.) 

So there’s your calendar for the two months 
ahead. Good luck! Eee 
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Get your share of this young market!; APPLIANCES (continued from page 48) 





Jules Lindenbaum, King’s, 
Santa Monica, Calif.: ““We did not 
get excited to the extent of cutting 
Promote prices immediately. We sat tight. 
After much thought, and after 
testing the reactions of our cus- 
! / | tomers, we have found that al- 
LINDE STA RS | though we do not sell as many 
appliances as before, we still get 
the full price for those we do sell. 
cass the graduation We are carrying on just as in the 
past. Our advertising money is 
being allocated to jewelry and re- 
a lated items only. This policy will 
gifts! be maintained, because we find 
that it is best for us. LINDENBAUM 
“Naturally we find no valid rea- “get full price for 
son to carry large stocks of appli- those we sell.” 
ances. It takes only a phone call to get more merchandise 
for the next day. What the ultimate effect of the appli- 
ance situation will be, we can only wait and see.” 








Leo Weisfield, Weisfield’s, Se- 
attle, Wash.: “We did the only 
thing any merchant could do. We 
met prices, and, although it was 
not a profit-making deal, it 
brought customers into our stores 
and helped in the sale of other 
merchandise. 

“Whether or not we will devote 
more time in the future to selling 
jewelry items, I can answer only 
in this way: Our stores are set up 
in such manner that we have to 
merchandise all departments, and 
I am of the opinion that a good 

WEISFIELD many of the instalment jewelers 
“cannot depend on are in like position. Their stores 

jewelry alone. are large and the cost of operation 
is such that they cannot depend on jewelry alone.” 


Mortimer S. Abelson, Abelson’s, 
Inc., Newark, N. J.: “With news 
of the break in the fair trading of 
Sunbeam and General Electric ap- 
pliances, we reduced those prod- 
ucts by 20 per cent across the 
board. We did not advertise in 
newspapers, but used sign-work 
and store displays to show that we 


1. : : . . ; . | were giving discounts. We did not 
X [his vear’s crop of graduates is the biggest in history ere & & 





say how much, and we did not 
have very much increased activity. 
“For some time, we have been 
putting more emphasis on jewelry 
through our advertising media. 
ture’s, only an expert like yourself can tell them apart? Pro We have. felt fer the last: year ABELSON 


mote ‘Linde’ Stars to graduates, their friends and families| that appliances and housewares “emphasis on china, 
glass and silver. 


... 80 get the most out of Graduation Gift Time! 


Spread the word you re headquarters for ‘Linde’ Stars... the 
man-made Star Sapphires and Star Rubies so similar to na- | 


i 


through your advertising, in your windows, in your store.| were eating up too much of our 
Contact your ‘Linde’ Star suppliers today ...see the Stars in | advertising budget; however, it must be said that featur- 
ing these goods produces better immediate results than 
the straight-forward advertising of traditional jewelry- 
‘Linde’ is a registered trade-mark of Union Carbide Corporation. fucc) (please turn to page 82) 


the settings that can send your May-J une profits skyrocketing! 
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For the first time anywhere ... an unbreakable plastic 
ring tray... that looks like leather... feels like 
leather... that will last indefinitely, in 
Black Sheli with biue, turquoise, grey, 
american beauty, crystelle velvet 
interior. ALSO: 

+360 36 ring tray $7.95 

#480 48 ring tray $8.45 


$425 


per dozen 


Add prestige to your presentation 
trays. Fill these empty slots 
with “sold plugs” in lustrous 

ivory with raised 


rb 


turquoise, American beauty 


INDIVIDUALLY PACKAGED. 


88 W FOR WIDE RINGS $6 95 


‘ y 
~~ 


be 


BUTTON LOCKS DESIRED POSITION 


ROCKET 


JEWELRY BOX INCORPORATED 
125 £. 144th ST., NEW YORK 51, N. Y. 


Sl bound to get results! SHELL: White. 
$6 A5 blue, ivory, grey. PADS: White, blue, 





APPLIANCES (continued from page 81) 


store merchandise—diamonds, watches and jewelry. 
“Regarding the ultimate effects of the price situation 
on credit jewelers, stores will have to merchandise com- 
petitive products of lesser known manufacturers to get a 
livable profit, or abandon the electric appliance business. 
Because you cannot keep a jewelry salesman busy all day 
selling diamonds, watches and jewelry, appliances have 
served an important function in credit jewelry stores. 
“The appliance situation may result in further diversi- 
fication by jewelry stores—larger giftware departments, 
more emphasis on china, glass and silver, and adding such 
items as ladies’ handbags, accessories, and perhaps even 
perfume. It will be difficult for large chains simply to 
lose the volume electrical appliances have represented 
without trying to compensate for it in some way.” 


Daniel W. Crone, Jr., S. & N. ] 
Katz, Inc., Baltimore, Md.: “We 
have not cut prices and have no 
contemplation of doing so. We 
have had very few requests from 
customers for discounts, and we 
have turned down sales to those 
few. In a few instances, we have 
allowed a 20 per cent discount on 
cash sales, because anyone can get 
that anywhere in Baltimore. 
“We are curtailing our appliance 
inventory and watching it like a 
‘hawk.’ We are using our ingen- 
uity to make up ‘packages’ for pro- 
motion purposes, and those we will CRONE 
push. We also are expending our “curtailing appliance 
energy, time and money in at- inventory. 
tempting to promote our regular jewelry departments. 
“You asked, ‘What will be the ultimate effect of the 
appliance price situation on credit jewelry stores?’ If 
I knew the answer, I would by now have made so much 
money that I would be retired.” 











DIAMOND MARK-UP (continued from page 66) 


they keystoned such merchandise, they would 
price themselves out of the market. 

In every locality there are those who can afford 
to spend $10,000 or more. If they don’t buy, it 
may be only because diamonds have not been pre- 
sented to them in the right way. 

As a Fifth Avenue jeweler does not hesitate 
to send a man to California, so the smaller-city 
jeweler should not hesitate to go out of his store 
to show important items. The bigger sales have 
to be handled in the big-league way. But it’s not 
playing big league to price yourself out of a 
big sale. 

Wouldn’t it help to have a few thousand more 
dollars profit in your diamond department with- 
out an additional investment? And the added 
prestige to your store when these larger diamonds 
are worn is a business asset too! aaa 
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WE’LL LEND YOU WHAT YOU NEED (from page 74) 


two ladles available for anyone who cares to 
borrow them. There is a long waiting list of 
those who do want to borrow, and seldom are 
there more than a few of the items in the store. 

“We believe this inexpensive promotion has 
been the biggest factor in building up a satis- 
factory china, silver and crystal business for us,” 
Mr. Schvab declares. “It has cost us virtually 
nothing, except the time required to keep a record 
of the items loaned.” 

Prospective brides are the most consistent bor- 
rowers, but many other individuals and groups 
make use of the service. The local parent-teachers’ 
association borrows the bowls and cups frequently, 
and one local church recently borrowed several 
items, including a punch bowl. 

Regular borrowers are graduating classes at the 
local Air Force base—and individual members of 
the base who marry immediately after graduation. 

“These young people are very grateful,” Mrs. 
Schvab says. “In many cases the girl comes to 
Harlingen to be married, rather than the young 
man going to her home town; and invariably 
arrangements are hurried and incomplete. The 
girls and their mothers are very appreciative of 
our lending service. One bride tells another.” 

When the Air Force cadets recently organized 
their own club, they came to Schvab’s to buy their 
punch bow! and the other items needed. Many Air 
Force brides come in to buy their first silver and 
china. 

Anyone may borrow the items, with no obliga- 
tion attached. The Schvabs keep a book on the 
cashier’s desk, where they enter the name, ad- 
dress, and telephone number of the borrower, 
together with a list of items taken, and she is 
asked to return the items within 24 hours—so 
others may have them. 

Women living as far as 50 miles from Harlingen 
take advantage of the service, as well as those 
in the immediate area. Some borrowers ascertain 
who is to use the items next and deliver them 
directly to the next user instead of bringing them 
to the store, saving time for the new borrower. 

“We considered making a modest charge,” Mr. 
Schvab says, “but decided against it. We believed 
that women using the items would be more ap- 
preciative if they paid nothing for their use and 
would more readily tell others where the crystal 
and silver came from, and it has turned out 
that way. Our service has become a popular topic 
of conversation.” 

In the ten years that the Schvabs have been 
lending party accessories, not a single piece has 
been lost. When an occasional piece is broken, 
the person breaking it is asked to pay for it, 
and that’s all. es 8 & 
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Special 
Notice 


for all jewelers 


Now, for the first time, the GIA 
brings the retail jeweler complete 
Diamond Training in one course! 


With this practical home-study 
course you become a specialist in 
Diamond Grading, Competitive 
Buying, and Accurate Appraising 
—with grading and appraisal 
practice using GIA diamonds. 

Gain the added prestige, the 
greater profit, the sure confidence 
that come from knowing. Write 
today for complete information 
on this exciting new course. Cata- 
log contains color plates of dia- 
monds and gems! 





JOSEPH |. LEE, JR. 

JOHNSON’S JEWELERS, RALEIGH, N.C. 
“We were lucky to sell one diamond of a 
carat or more per year. After GIA training. 
we average two to three per month.” 


ALLAN L. STEVENS 

STEVENS & SON, SALEM, OREGON 
“Diamond sales become easier with GIA 
training. My customers consider me an 
authority and refer new business my way.’ 


GIA 


GEMOLOGICAL INSTITUTE 
OF AMERICA 

DEPT. K5, 11940 SAN VICENTE BLVD. 
WEST LOS ANGELES 49, CALIF. 








COSTUME 
JEWELRY 


She’s just one of the teen- } 
age girls (3,913,400) going 
back to school or off to 
coliege this Fall. She'll be 
wearing costume jewelry. 
Every last one is a customer 

for more costume jewelry 

. .. your costume jewelry! 
Make certain she sees your 

ad in August and September *% 
SEVENTEEN, the two gigantic 
back-to-school issues! That's 
where she shops for all her needs! 











CLOSING DATES: AUGUST—4-COLOR, 5/20; 2-COLOR, 6/5; B & W, 6/10; SEPTEMBER—4-COLOR, 6/20; 2-COLOR, 7/3; B & W, 7/10. NO PLATES REQUIRED! 
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They're New 


(also see pages 26-27) 





New 24-hour Le Coultre watch cased in 
stainless steel. Hour hand makes one revolu- 
tion in 24 hours. European timetables are 
printed on a 24-hour basis. Code time signals 
from Arlington are also given in universal 
time. 





The “Presidential” all-sterling cigar box is 
one of the new models by Smith & Smith, North 
Attleboro, Mass. It holds 50 cigars, has a lin- 
ing of finished mahogany and retails at $165. 





A Bell & Howell 8mm electric-eye movie 
camera has fast 10mm f/1.8 lens, automatic 
and manual exposure control with new setting 
lock, new solar grid, new viewfinder and new 
gray body casting. For $129.95. 
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Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT’s exceptionally high quality . . . in new 

tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 

on NORDT’s ductile seamless wedding bands .. . 
and best of all, NORDT works with you on price 
and service to make your profit high. 


Call on NORDT for the greatest variety of 
traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 
karat quality. 
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K. MIKIMOTO & CO. LTD. 


2 WEST 46th ST... N. Y. ©. 36, N. Y. 
JUDSON 6 6992-3 

















CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 

Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
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5 ‘ or ane p 4 
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130 WEST 46th ST. © NEW YORK 36. N. Y 





They’re New . . . They’re 


Sweep-second, 23-jewel Lord Elgin “Mans- 
field” in 14k natural or white gold-filled case. 
Eight raised-gold indexes, four diamond-cut 
indexes. With alligator strap, $89.50; with ex- 
pansion band, $97.50. 


New “My Love” pattern of silver flatware 
crafted in heavyweight sterling by Wallace 
Silversmiths. Complements either traditional 
or modern table service. A six-piece place set- 
ting retails for $37.50 including tax. 


“Montrose” transistor clock by P. R. Myers 
& Co., Mamaroneck, N. Y. Power provided by 
flashlight batteries for from three to eight 
years. Advertised on TV. Various models to 
sell for about $35 retail. 
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Yours to Profit By 14k Gold Frames 


with indestructibl 


metal reproductions 





- AY ND re RS ORI OIUROLO Ineo ae - 


The “Portrait” wall clock in a fruitwood pic- 
ture frame. Deep plum dial. Brass hands, nu- 
merals and hour markers. One battery runs it 
12 to 15 months. From Seth Thomas of Thom- 
aston, Conn. For $45 plus tax. 


l neonditionally Guaranteed to last forever. 


\ permanent portrait framed in 14k gold. 


ado LO. MO) Or OF Dad BO) SS Des a (Op 
bit mn oT Hi ywora se ‘at a on 
42 West 48th Street ° New York 36, N.Y. 








New “Set-Lock No. 4” features a curved un- 
der-bezel that eliminates the need for filing and 
a simplified installation. Cost varies with quan- 
tity. Write American Setting Co., 155 Summit 
St., Newark. 


ALESMEN 


The Arpeggio Watch Com- 
pany has territories open 
for progressive salesmen 
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with non - conflicting lines 
and extensive following 
among retail jewelers. 
Commission basis — no 
draw. Excellent opportu- 
nity to make good money. 
All replies will be held in 
strictest confidence. 


é ae ae WATCH CO. 


404-4th Ave., New York 16, N. Y. 


——— ee 
Pera re ae aye roger gare] 
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“3 in 1” breakfast set—creamer, sugar bowl 
and three-cup coffee container—retailing for 
$17.50 is from a new “International Pewter” 
line introduced by International Silver Co. 
Early American design. 


ll i ee 
—— wee eee ee ee ee ee 
OE PO OEE OPE HOON EP OE OR Oe oor Sor Gee 
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NEW DISCOVERY, 


=! . : = = 


(TAGS 
PLASTIC 
IN ALL COLORS 
PARCHMENT 
Beli moma ddiial 
mtd. by ARCH CROWN TAGS, INC. 
2]] Halsey St.. Newark 2, NJ 





ONYX-OX218-2 WALNUT—5810A 3 
19" —$26.75 Cane 12%2"~$10 


BAKELITE—PX-T2A-C 3 
2242" 1. 


it’s A COLOR SPECTACULAR! 
Arien’s Dramatic, 1958 Catalog 
in Brilliant, 4-Color Dimensional Process! 


Featuring: 

¢ Genuine, natural Onyx. 

°e New “Inlaid” natural, hand-rubbed Walnut 
Wood. 


e New designs combining gleaming ‘‘Rich-Glo”’ 
finished brass and walnut wood. 


“Silver-Streak”’ highlighted black wood. Write or wire for 
Many new figures constantly being added. ies ond tuatteaine 
High-impact plastic bases; durable Bakelite bases; lan. 


modern design Walnut wood bases; ““Marbelette” 
plastic bases. 


ARLEN TROPHY Co., INC. 25%", 


WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport “Oscar” to a Championship Trophy 





They're New . . . They’re 


HL 


~<A 


The women’s “J-B Watchmate,” a new com- 
bination watch bracelet by Jacoby-Bender, Inc. 
In several styles so there is one for every type 
of watch. In stainless steel and gold-filled. To 
retail from $6.50 to $8.95. 


“Water Belle” lady’s waterproof from the 
new “Arpeggio” (low-priced) line of Croton 
Watch Co., 404 Fourth Ave., New York. Sold 
through jewelers only. Men’s and women’s 
models retail from $10.95 to $19.95. 


Universal picnic jug from the Tweed-Cote 
line of Landers, Frary & Clark. New Britain. 
Conn. One-gallon capacity, in hunter green 
and yellow. Convenient pouring spout, fiber- 
glass insulation. Retail price is $4.65. 
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Yours to Profit By 


One of a new line of mountings for Linde GRADUATION CHARMS 


star-sapphire rings for men. From Goldstein- 


Gerson Co., Inc., 126 W. 46th St., New York. 7 
by iAher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher's vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 


Catalog on request 


J. M. FISHER CO. °¢ Attleboro, Mass. 





TQ MAKE 
SALES FOR YOU 


Speidel’s inset photo-ident bracelet serves as ee 
a constant reminder of a special someone or a 
special event. Advertised on “The Price Is 
Right” TV show. The model shown here retails 
for $16.50 FTI. 


>¥faCU 
Ornamenta! Co 
Syracuse 2, New York 








Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 
make it easy for success to find you! 

New “Fawn” alarm clock with luminous dial 
in pink or ivory case for $4.25 plus tax. Free 
display-shipper unit can be opened into coun- | 
ter-top display. From Westclox division of | There is a want-ad category for every need. 
General Time Corp. | 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 
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QUALITY 


FULL PROFIT 


COMPLETE 
PROTECTION 


Mare 


Custom Built Watches Since 1886 


styled and 
merchandised 
TODAY 

to meet 
TODAY’S 

watch problems 


for retail jewelers only! 


Exclusive Distributors in the United States and Canada 


WINTON WATCH COMPANY 


64 WEST 48th STREET, NEW YORK, N.Y. 





Hond Remembrance 
ol her 
bridal Day 


Her U eddine 
Invitation 
Framed Forever 


in a 


TRAY 


golished Gold finish or non-tarnish 
Rhodium — each gift-boxed 


mina ts a’ rerta 
riti¢z 


BRIDAL COMPANIONS 
in Silver Oxide or Cold-and-W hite 


No. 87 8” x 14” Tray $15.95 retail 
No. 187 8” x 10” Frame $12.95 retail 
No. 187 11” x 14” Frame $18.95 retail 


M. W. CARR & CO. INC. 


WEST SOMERVILLE 44, MASS. 


Since 1869 





They’re New 


A bridal pair from Karlan & Bleicher’s new 
Renaissance fishtail-style series, said to have 
the advantages of fishtail rings without the 
rigidity of design. The rings hold melee from 
1% to 10 points. 


“Young Love,” new pattern in Heirloom 
sterling has floral ornamentation. 4-pc. setting 
for $24; 6-pc. setting for $34.75. Oneida Ltd. 
Silversmiths, Oneida, N. Y. 


L 
New “Pharon” watch with signs of zodiac 
on outer border. May be worn as a pendant, a 
bracelet charm, or a fob pin. Available also on 
a strap wrist watch. Gold-filled. From Zodiac 
Watch Co. For $71.50 FTI. 
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#1003 Bow! about $10.00 retail. 


SELL THIS COMBINATION OF QUALITY FOR VOLUME AND PROFIT 


Combines the beauty and prestige of sterling silver and sparkling crystal in a wide range of 


patterns, pieces and prices — from $3.50 to $25.00, and all with 


full mark-up. Write today for new catalog. 


SWIG 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 





NEW Balance 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores in 


WVV/ALLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
stainless steel polished to a satin finish and beauti- 
fully balanced. Wallace’s Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they’re handsomely 


STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy selling season ahead. 
NEW Lilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 
Sonnet ° Circe e Ballet “ NEW Balance 
16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


WALLACE STAINLESS . . . A DIVISION. OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . . . SINCE 1835 
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Table-top 


Rich border of rhythmic scrolls, olive branches 
and medallions in turquoise blue and olive—the 
‘Toscana’ in Franconia china; 5-pe. setting re- 
tails for $13.95. From Herman C. Kupper, Inc., 


New York. 


Milk glass “Vintage” pattern in hand-blown 
stemware (retail $2.25 each) and in 8-in. plate 
(retail $2.50). Plate is also made in peach and 
in aqua. Made by the Fostoria Glass Co., Mounds- 


ville, W. Va. 


New “Golden Classic” design in china dinner- 
ware has shoulder band of burnished gold with 
stylized stars, gold edge line; 5-piece place setting 
retails at $22.75. By Castleton China, Inc., New 
Castle, Pa. 


JEWELERS' CIRCULAR-KEYSTONE, MAY 1958 


fashions 


Added to “Impromptu” china line, this martini 
beverage set with 72-oz. pitcher, glass stirrer, and 
six 8-oz. cups. In Bridal White, set may retail 
for $14.95. By Iroquois China Co., Syracuse, N. Y. 
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Displayed by Britain’s Council of Industrial De- 
sign, new “Moselle” pattern in bone china—gray 
inlaid rim with leaves; five-piece place setting, 
$25.50 retail. Josiah Wedgwood & Sons, Inc., 
New York. 


Crystal ice-lip jugs are made by hand by Swed- 
ish artisans exclusively for Bertson House, Ltd., 
of New York. The one-pint size retails for $3; 
two-pint size for $3.95; three-pint size for $5. 





Keep this policy on Hand! 
It's the best guarantee for wise 
merchandise purchasing. 
Use it as a reliable guide 
to the trade shows where you'll 
find new items most likely 
to appeal to the public 
. most likely to insure 


a profitable year. 


— 


MARK THE DATES ON YOUR 


CALENDAR AND MAKE IT A 
POLICY TO ATTEND. 


Directed by 

GEORGE F. LITTLE MANAGEMENT 
220 FIFTH AVENUE 

NEW YORK 1, N. Y. 
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Table-top 





Tall, slim brandy bottle with jigger stopper in 
Orrefors crystal from Sweden designed by Inge- 
borg Lundin, may retail for $14.50; matching 
glasses $3.25 each. From Fisher, Bruce & Co., 


Philadelphia. 





“Woodland” pattern in English bone china has 
light blue slip rim and a flower center in many 
different colors; 5-piece place setting may be 
retailed at $21.75. Worcester Royal Porcelain Co., 
New York. 





Reflecting popular interest in individual items, 
this 8-cup coffee pot is in the Jewel shape, decorated 
with “Billingsley Rose” design; it retails at $16.50. 
Copeland & Thompson, Inc., New York. 
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fashions 





The elegance of simplicity lies in this “Countess” 
pattern with its lines of platinum on white china 
dinnerware; the five-piece setting retails for $14.95. 
By Syracuse China Corp., Syracuse, N. Y. 





18th-Century design of gold floral sprays and 
scrolls on an opaline green rim is the “Melrose” 
in English bone china; 5-piece setting, $27.50 
retail. From Doulton & Co., Inc., of New York. 





“Cascade”—new pattern in Fairwood china by 
Schoenwald, in Bavaria, shows border design done 
in blue with black dots; five-piece place setting 
retails for $10.75. From H. E. Lauffer Co., Inc., 
of New York. 
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“The answer to a jeweler’s prayer” 
ORDER BY MAIL 


Assortment of 144 folding boxes for stores that do not 
need many boxes of any one size. 


All are stock sizes and can be filled in at any 
time. Assortment is packed in two cases, easy to 
use and store. 


These boxes have been carefully chosen to 


include: 


20—3x3x3 1-pc. 4—10x10x6 2-pe. 
20—4x4x4 1-pce, 2—TMx1x7 2-pc. 
20—6x6x4 1-pe. 2—12x12x8 2-pc. 
15—9x5x4 I-pe, 3—10%x10%x2 2-pe, 
3—11x4x4 1-pe. 3—12x12x2% 2-pc. 
20—6x6x6 2-pe. 3—14x14x3 2-pc. 
20—8x8x4 2-pce. 3—14x7%x2% 2-pe, 
4—10x6x6 2-pe. 2—16%16x2'2 2-pc. 


Made from the finest quality white clay-coated embossed 
paper board. 
Because the PAPOOSE PAK is ready for immediate ship. 


ment, no printing is possible. 


PAPOOSE PAK (16 Assorted sizes} 288 boxes $16.95 








BRAVE PAK 


288 Cotton filled set up jewelry boxes—silver and white 


swirl design—4 popular sizes. 


(4 popular sizes) 288 boxes $21.95 
ARROW PAK 


288 Cotton Filled Folding Jewelry Boxes (already set up) 


white alligator design—4 popular sizes. 


(4 popular sizes) 288 boxes $14.95 


ALL ASSORTMENTS MEET PARCEL POST 
REQUIREMENTS 


You MUST be satisfied. Our products carry 
@ money back guarantee. 

Shipments on unprinted orders are made 24 
hours after your order is received. No print- 
ing on any of above assortments. 

Complete Gift Box Packaging and Accessory 
Catalog sent on request. 


ALL PARCEL POST SHIPMENTS INSURED 


(at no cost to you) 


ALL BOXES—F.O.B. FACTORY 


SHEBOYGAN PAPER BOX CO. 


“HOME OF THE LITTLE INDIAN’ 
=O) Gyre SHEBOYGAN, WIS. 











China 
Glass & 
Giftwares 


by MADELINE LOVE 


UT-OF-STORE promotional activity is impor- 
tant to jewelers. Particularly in the table- 
ware field. It may take a variety of forms 

—television, radio, talks to women’s clubs or 
schools. Whatever form it takes, it is aimed, of 
course, at luring prospective customers to the 
store. 

A few jewelers have found still another way. 
They have joined up with organizations such as 
the familiar Welcome Wagon which visits new- 
comers to the community and greets them with 
gifts and services from local business houses. 
This is one way of registering the store name and, 
through presentation of a small gift, acquainting 
them with the type of merchandise sold. 

Even more productive of business in china, 
glass and silver are the parties which some of 
these organizations are now giving for groups 
of local girls who have recently married or become 
engaged. These girls, whose thoughts are so 
deeply involved in the establishment of new 
homes, are in a receptive mood. Not only are they 
entertained but they are showered with gifts from 
local stores and other types of business houses. 
Naturally they are grateful. 

Not too many jewelers have taken advantage 
of this form of promotion. But those who have, 
report excellent results. Even such a gift as a 
card offering a free watch repair brings the 
recipient into the store where she can see for her- 
self the patterns of tableware which her new home 
needs. Such a nudge may be all that is necessary 
to create sales which might otherwise go to the 
department store down the street. 


5 ye OBSERVE the 225th anniversary of the birth 
of Josiah Spode I, founder of the English fac- 
tory which manufactures Spode china and earth- 
enware, a “Happy Birthday” card has been sent 
out to all its customers and friends by the Ameri- 
can importers, Copeland & Thompson, Inc. Josiah 
Spode was born March 23, 1733, in Staffordshire 
which was, even then, England’s pottery district. 
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In his lifetime he made many contributions to 
pottery manufacture, among them invention of 
the formula for bone china, introduction of under- 
glaze blue printing, perfection of the process of 
decorating from engraved copper plates, and de- 
velopment of a high-fired earthenware body. The 
birthday card, in sunny yellow, tells something of 
this background and shows a reproduction of a 
miniature painting of Spode. 


— 


Dan E. Hoops Harold W. Kidd 

YRACUSE CHINA CORP., of Syracuse, N. Y., has 
S appointed these new sales representatives to 
the staff. Hoops will cover Ohio, Indiana, and 
Michigan, the same territory he represented for 
25 years for the recently-liquidated Crooksville 
China Co. Kidd, formerly china and glass buyer 
at Dohrmann’s, Los Angeles, will travel California 
and other Western states under Ray Merchant, 
West Coast regional manager. 


OLLY BERGEN, of TV; Steven Donhanos, artist; 

Mrs. Richard I. Land, of the Federated Garden 
Clubs of New York State; Betty Pepis, author ; and 
Amy Vanderbilt, etiquette expert, are this year’s 
judges for the annual table-setting contest spon- 
sored by Lenox, Inc., among school and college 
girls. More than $5,000 in prizes is awarded each 
year to home economics students and their teach- 
ers who compete in creating the most distinctive 
table setting. Mrs. Helen Sprackling, table-setting 
authority, is again conducting the contest. In 
previous years, entries in the contest had been 
received from schools in every state in the union, 
and Lenox estimates that a large percentage of 
home economics students is either interested in 
correct table setting now or will be made so 
through the contest. 


DDITIONS to the list of this season’s gift shows 
A are these: International China, Glass and 
Tablewares Show, July 7 to 11 at the Chelsea 
Hotel, Atlantic City; Allied Gift and Jewelry 
Show, Aug. 31 to Sept. 4 at the Hotel Adolphus, 
Dallas, Tex.; Minneapolis Gift Show, Aug. 24 to 
27 in the Radisson Hotel, Minneapolis; Denver 
Gift and Jewelry Show, Sept. 14 to 17 in the 


(please turn to page 100) 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1958 





THE FINE ENGLISH 


Spode 


DINNERWARE 





Coffee Pot in Fleur de Lis 


Fleur de Lis 
Brown or Blue 





in Earthenware 


Fleur de Lis 
Gray with 

Platinum edge 
in Bone China 






The extra pieces that Spode makes mean extra 
sales to every one of your Spode customers. 


Copeland & Thompson, Inc. 


206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 








FRANCONIA CHINA 


One of Europe's Finest 





39 


6 
Virginia 
Nationally Advertised in MODERN BRIDE—1958 Autumn Issue 

As gracious as yesteryear's mode of Colonial living . . . a shower 

of pink and white Primroses, blue Batchelor Buttons, Wheat sprigs 

and pale green leaves are lightly accented by a slender cobalt 
blue band on pure white, translucent porcelain in a graceful Louis 

XV shape . . . a deft adaptation of traditional mood for con- 

temporary table settings. 

5-pc. Place Setting with 1034" dinner plate: $7.95 Retail 
(Slightly higher South & West) 
39-41 West 23rd St. 


HERMAN C. KUPPER, INC. New York 16, N.Y. 
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Pre-tested and pre-destined to be one ot 
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America’s Most Popular Sterling Silver Patterns! 


NE VY 
DAY LO-MEe 


in Wallace Sterling 








In pre-testing ... your customers picked the ‘““My Love” pattern! 
Here’s why: 

“Looks rich as sterling should.” 

“The design is just right . . . not too fancy, not too plain.” 

**Perfect for all occasions !”’ 


Here’s how: 








Wallace Silversmiths created four new 
designs and presented them to a nation- 
ally recognized independent research 
organization. Then two consumer tests 
were conducted. 


Test No. 1: matched the four designs 
against each other. The “My Love” de- 
sign was the overwhelming first choice 
of the women interviewed. 


Test No. 2: matched the “My Love” 
design against the industry’s best sellers. 
Again, ““My Love” emerged as the pop- 
ular choice. 


Your customers named it ‘*My 
Love.” Not deliberately, of course, but 
so many said “I love this pattern . ...” 
‘This pattern is my love,” that the name 
was a natural! 


Wallace launches “My Love” with 
17 full-page ads in 3 months! 
Advertising for “My Love” will be seen 
by all your best customers. Teenagers 
will see it in Seventeen and Miss. Young 
women in Charm, Glamour and Made- 
moiselle. Homemakers in House Beau- 
tiful. And brides in Bride’s Magazine, 
Modern Bride and Bride and Home. 


Cash in with an extra special adver- 
tising allowance from Wallace! 

Get the extra big advertising allowance 
Wallace gives you to launch “My Love.” 
Stock “My Love,” display and promote 
it in your windows . ... in your local 
advertising. Remember, it’s the one new 
pattern that’s been scientifically pre- 
tested ... . that is pre-destined to be the 


big new seller in sterling today! 


WVWUVALLACE 
Si JERSMIT HS 


At Wallingford, Conn....since 1835 








WV 
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THIS IS YOUR PROOF 


...Of genuineness and of quality. This is your 
assurance that you are buying authentic Ikora — 
the original tarnish-resistant silverplate holloware. 
Only genuine pieces of Ikora holloware bear this 
distinctive trademark on the back of each piece. 


IKORA 


IMPORTERS INC. 





V 


IKORA IMPORTERS, INC. + 261 FIFTH AVENUE + NEW YORK 16, N.Y. 
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Stacking and storing can be costly. 
But not with Lindley folding gift 





folders and boxes. They save time... 
save space ... plus additional 


wrapping costs. They are attrac- 





tive, sturdy and quick to assemble. 





Review your problems with the 
folks at Lindley. Write 








for free illustrated catalog story 





on folding gift boxes. 


























Division of Federal Paper Board Co., Inc. 




















CHINA, GLASS & FIXTURES (continued from page 97) 


Hotel Albany, Denver; Phoenix Gift and Jewelry 
Show, Sept. 28 to 30 in the Westward Ho Hotel, 
Phoenix, Ariz. The Boston Gift Show, originally 
announced for late August, in the Statler Hotel, 
Boston, will be held Sept. 1 to 4. 


HE INTERNATIONAL China, Glass and Table- 

wares Show, to be held July 7 to 11 at the 
Chelsea Hotel in Atlantic City, coincides with the 
Housewares Show at Convention Hall, and im- 
mediately precedes the National China and Glass 
and Tablewares Show to be held July 13 to 18 in 
the New Yorker Hotel. Jess Abrams, long con- 
nected with the giftware industry, is show man- 
ager. 








THE STORY BEHIND YOUR GIFT LIST 
(continued from page 45) 


situation” and reminded the ANRJA how it had 
straightened out the birthstone controversy suc- 
cessfully back in 1912. He urged that the 1937 
convention of the Association do the same for 
anniversary gifts. 

Mr. Kohn’s blast brought results. A seven-man 
committee was appointed to study the matter. 
“What they came up with, wasn’t pulled out of 
a hat,” writes Myron Everts, son of the late 
Arthur Everts, one of the committeemen. “The 
list was compiled after extensive research and 
study.” 

In presenting the list at the 32nd Annual Con- 
vention at the Waldorf-Astoria, in August 1937, 
the late William G. Frazier, chairman of the Reso- 
lutions Committee, commented: “We have long 
battled with the mystifying, unauthentic lists of 
wedding anniversaries... ” 

The list which he recommended was adopted 
gratefully by the ANRJA and other jewelers’ 
associations. 


The revised list of 1948 

This wasn’t an end of the matter, though, as 
had been the case with the birthstone controversy. 
Gems don’t change with the times; but home cus- 
toms and household articles do. By 1948, the 
Jewelry Industry Council saw a need to modernize 
the list ; adapt it to “the changing cycles of modern 
American family life.” 

So, another committee went to work: Craig D. 
Munson (International Silver Co.) chairman; Ray 
F. Warren (Bulova Watch Co.) ; Gordon Howard 
(Elgin National Watch Co.), the late Fred. W. 
Cole (JEWELERS’ CIRCULAR-KEYSTONE) and Harry 
J. Bromley (National Jeweler). 

Gifts suggested for the first nine years on 

(please turn to page 102) 
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HANDY & HARMAN 


“KARAT GOLDS 


Te ey OF EVERY DESCRIPTION 
FOR EVERY USE* — 
ee 8 Deeted by 

Need For a Single Source of — 


The product “cast” includes the com- 
plete range of karats, color, workability 
and temper in shapes, sheet, rod, wire and 
solders. All formulated and produced to the high- 
est quality standards... quality best described by the 
name— Handy & Harman. 


. Casting Golds (for rings, pins, etc.) 

. Hardenable Golds (for clips, tie clasps, etc.) 

. Gold Shapes (for charms, etc.) 

. Wire Golds (for bracelets, necklaces, etc.) 

. Stamping Golds (for watch cases, boxes, etc.) 
. Spinning Golds (for cups and special shapes) 
. Enameling Golds (for fraternal jewelry) 

. Gold Solders 


2 
3 
4 
5 
6 
7 
8 


Part of this picture is the extensive technical 
assistance available to you on any problem 
or question involving any gold, any karat, 
any product. We invite inquiries. 


HANDY & HARMAN Quobity 
“Precious 


82 Fulton Street, New York 38, N. Y. 
Uptown Branch—44 West 46th Street, New York 36, N. Y. Metals 
Bridgeport, Conn. * Chicago, Ill. « El Monte (Los Angeles), Calif. 


Providence, R. |. * Toronto, Canada Simee 1867 
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GIFT LIST (continued from page 100) 


the °48 list are practical, durable items which 
help furnish a new home. “Each anniversary is 
important,” the committee reasoned. “Gifts of 
paper, cotton, candy (on previous lists) seem too 
trivial, too perishable.”’ 

On the 10th, the committee decided, a husband 
should splurge—with a diamond. No need to wait 
for the slim prospect of a 60th or 75th anniversary 
(the diamond designation on all former lists.) 
“And what wife of 10 years wants pots and pans 
to mark a decade of married life!” (Tin had been 
the traditional category for a 10th.) 

During the next four years, mother and dad 
have more leaway in time and money—or so the 
committee optimistically reasoned. With the chil- 
dren half grown, couples get out more—go places 
where a wife can show off fancy furs and gems. 

Attention returns to the home for the 15th to 
19th—which the committee itemized for the first 
time. After 15 years of family wear a house needs 
new furniture, fresh table service, and up-to-date 
accessories; because this is the period when teen- 
age sons and daughters take a new look at their 
homes—through the eyes of their friends. 

After the 19th, children are likely to be on 
their own, “gone from the nest,” and parents must 


renew their interest in each other; which calls 
for sterling silver on the 25th anniversary, and 
precious stones at five-year intervals thereafter. 

The JIC list, and the thinking behind it, won 
the approval of the entire jewelry industry and 
many reference sources including The World 
Almanac. In 1949, the Council printed the gift 
categories along with suggestions for each in at- 
tractive booklet form for retailers to distribute 
to customers—2 million copies in two printings. 
At the same time, the anniversaries were listed 
on pocket-size cards, imprinted with a salesman’s 
name. 

Now the popular wedding anniversary booklet 
is being reprinted for you to hand out to your 
current crop of customers. (You can order it 
in any quantities, at cost, from: Jewelry Industry 
Council, 608 Fifth Avenue, New York 20, N. Y.) 

All of which brings you up to date on wedding 
anniversary lists. In another ten years, changing 
times may require additional revisions. But 
whether your customers want to follow an official 
list—or scorn to be regimented—the responsibility 
for urging husbands to mark their anniversaries 
with appropriate gifts to their wives, rests largely 
with you. It’s a duty you won’t want to dodge, 
whether your motives are selfish, altruistic or a 
little of both. Eee 








SS 
PACTHIC Silvercloth 


brightens your Sales Picture! 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 

with their silverware ...adds more profit to your sales. 


See your supplier about the Pacific Silvercloth Cooperative Advertising Plan 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 
Dept. SC57, 1430 Broadway, New York 18, N. Y. 


This Monarch Silver Chest 
by Eureka lined with 
Pacific Silvercloth 
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Vy We STERLING 


Webster's originality and 
ox-Uial-3¢-U.dlale mY 4e)a.enal-lal-iall oMmotelaale)ial— 
in a wide variety of Sterling 
TI AVA-1 a alo hvA-1h 41-1 Mo (-1-Jlelal-le mn co 
capture the spirit of any 


ofhaame ih Alale Maeloter-t-llelar 


Pa Se 


Sterling, as created by 
av -] ol-3 ¢-] am otelandialel-\-mm cole ol geh s— 
hewn -t-Cel-1a-jall ome lame co) gedani 


Vale mm ele) olelr-taha’s 


See your Webster representative. 
Have him show you our complete 


line of fine Sterling items. 


STERLING NOVELTIES AND GIFTS 


WEBSTER SILVERSMITHS 
North Attleboro, Mass. 
SALES OFFICES 





Haverhill, Mass. Chicago, Ill. 
New York City, N. Y. Dallas, Tex. 
Spartanburg, S. C.. Berkley, Calif. 





BABY GOODS + DRESSERWARE + HOLLOWARE + NOVELTIES + TABLEWARE 





Beier ly 


JEWELRY SALESMEN MAY FORM A NATIONAL ASSOCIATION. A constitution and by-laws have 
been drawn up by Tola Tumbleweeds, Southwestern salesmen's group, which pro- 
vide for the federation of regional salesmen's organizations into 
the National Jewelry Traveling Men's Association, Inc. Constitution has 
been sent to local groups, should be voted on soon. 


AIMS OF THE PROPOSED FEDERATION: to unite local groups, educate members, 
Support favorable legislation, create clearing-house for ideas, plans, 
information of job and new-lines opportunities. Any salesman of wholesale 
jewelry or allied products will be able to join. 





RJA WILL SPONSOR A PACIFIC TRADE SHOW IN CALIFORNIA IN 1959, TOO: Confirmation 
on this came at a recent meeting of RJA's committee on conventions and 
trade shows in Chicago. The 1959 show, which will be co-sponsored by the 
California RJA, will be held Aug. 30-Sept. 2. This year's premier show is 
already set for Aug. 3l-Sept. 3 at the Hotel Statler in Los Angeles. 


REMEDY FOR THE BUSINESS SLUMPS--MORE ADS, EASIER CREDIT: Best way to get customers 
back into a buying mood is to first awaken their interest with more and 
better ads, then to make buying easier with more lenient credit terms. So 
prescribes Ad Executive Charles H. Brower in a recent speech before the 
National Instalment Credit Conference in Chicago. 


BROWER BELIEVES THE CONSUMER HAS PLENTY OF DIMES, has merely decided to sit 
out a few dances. He will buy this year, just wants a little rest. To 
Shorten this period, Brower says, relax the credit, use more ads, sell 
harder. 





IMPORTERS OF SOME LINES WILL PAY LOWER DUTIES as a result of recent changes in the 
U. S. Customs laws regarding appraised value of imported goods. The new 
method does away with the double standard of appraisement whereby Customs 
men had to determine the value of the goods both on the foreign (home) 
market price and on the export price, and charge duties on whichever value 
was higher. The long investigations harried Customs men, plagued importers 
who sometimes could not find out how much duty they owed until after their 
wares had been priced and sold. 


NOW, A SINGLE STANDARD OF VALUATION IS IN EFFECT, based only on the export 
price of an article. This speeds processing of import entries, lets im- 
porters know immediately what duty costs will be (often a bit lower), 
Should result in lower prices for retailers, especially in competitive 
fields. 





TRENDS--PEARLS SOAR, DIAMONDS DIP: At least 50,000 pounds of cultured pearls 
worth upwards of $17 million were exported by Japan in the 12 months ending 
in March. U. S. consumers bought about half of these; U. S. travelers in 
Japan also bought there. Demand continues to outrun supply. Diamonds aren't 
faring as well. Although DeBeers had a record sales year in 1957 ($215 
million), first-quarter 1958 sales fell to the lowest level since mid-1954. 
Industrial diamonds dropped off most sharply (due in part to refinement in 
GE's diamond-making processes), but gem stones were also down, $1.5 million 
below first-quarter 1957 sales. 


TWO RETAIL GROUPS URGE CONGRESS TO REVIEW MILITARY PX OPERATIONS. Both the American 
Retail Federation and the National Retail Merchants Association, fearful 
of the “growing menace" of the post exchanges, want a full-blown study, hove 
that Congress might see fit to appropriate funds for military welfare pro- 
grams, and discontinue those "government=-Supported retail stores." 
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“We saw the obvious trend toward Stainless Steel 

so we promote it heavily,” says Mr. Rose. “We 

ee . feature Stainless flatware in our newspaper ads, 

Our Stainless Stee! sales mail pieces, and window displays. We always 
have a big display inside the store. 

“or” . 35 “The results of our promotion have been phe- 

have multiplied Ten times nomenal. In just three years our Stainless sales 

have gone up one thousand per cent! It’s easy to 

see why people prefer Stainless. It has all the 

says Mr. Aaron Rose, Manager, elegance and style of precious metal, but it wears 

better and it’s easier to care for.” 

Put Stainless Steel under the spotlight in your 

store. Advertise it. Promote it. Watch the sales 

soar. USS is a registered trademark 


Gem Jewelry Company, Beaumont, Texas 


United States Stee! Corporation—Pittsburgh 
American Steei & Wire—Cleveland 


ct re United States Steel 


Tennessee Coal & iron—Fairfield, Alabama 
United States Stee! Supply—Warehouse Distributors 
United States Steel Export Company 





Pardon Our Pride... but look what they’re saying about 
Gyromatic 39 Jewel watches by Girard Perregaux! 


“I believe that the new Gyromatic 39 has tremendous sales 


and profit potential.” 
—Moses W. Nunnally, Schwarzschild Bros., Inc., Richmond, Va. 
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“Gyromatic 39 is a new concept in automatic timepieces . . . 
worthy of thoughtful consideration by all jewelers.” 
— Maurice Adelsheim Jr., S. Jacobs Jewelers, Minneapoiis, Minn. 


‘te word is in! ...GP 
dealers are excited about 
Gyromatic 39. And you can 
expect the same reaction from 
your customers when you put it 
on display— for this is the 


“Gyromatic 39 is more than a watch, It’s an engineering achievement world’s first and only automatic 
. . . the most advanced timepiece in my entire watch line.” : 
. watch wi n 
—Peter E. Behringer, P. E. Behringer, Inc., Buffalo, N. Y. ; _ th 39 f — al 
a we \ q jewels. For GP, this revolu- 


tionary watch movement is the 
triumph of many years of 
research. For you, it is the most 
saleable self-winding watch 
ever created ... and your profit 
is fully protected. 


THE GYROTRON IS THE “HEART” OF GYROMATIC 39 : Gyromatic 39 will receive the heaviest 
GP’s exclusive Gyrotron “heart” combines the functions of : magazine advertising in GP’s history — 
an automatic clutch and a rotation inverser. 14 jeweled 58 big insertions in Life, Time, News- 
rollers — 7 in each Gyrotron wheel — replace the usual week, Sports Illustrated, Esquire, 
clutches, springs, clicks, and rachets, which wear down and National Geographic, New Yorker, 
must be serviced. Get all the facts about Gyromatic 39 .: . New York Times Magazine, and 
send today for descriptive literature and bulletins. | The Christian Science Monitor! 


5 RAR p PERREGAUX Fine Watches Since 1791 


610 Fifth Avenue, New York 20, N.Y. ein Canada: 1405 Peel Street, Montreal 
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Can Retailers Claim Excise Tax Exemption 
On Items Sold for Use as Awarts Or Premiums ? 


Back in March, the Internal 
Revenue Service decided with 
some reluctance to accept the 
court decisions of the Gellman v. 
U. S. and the Torti v. U. S. cases 
as precedent. This means that “in 
similar factual] situations” items 
sold for use as prizes, sales 
awards, incentives, premiums and 
other similar purposes will be ex- 
empt from the retailers’ excise 
tax. 

But what kinds of sellers will be 
eligible to claim the exemptions 
(Gellman and Torti are wholesal- 
ers)? What constitutes an award, 
or a prize or premium? What proof 
must a seller have to back up his 
tax-exempt claims? And what 
about refunds on past transac- 
tions? 

Hew IRS answers this wave of 
questions will determine who will 
receive what business advantages; 
it will alse determine how much 
revenue will be diverted from the 
Treasury Department. 


In the Courts, Reverses 


To review briefly the facts be- 
hind this dilemma: Nathan Gell- 
man, a Minnesota wholesaler, went 
to court to find out whether he had 
to pay the 10 per cent retail excise 
tax on items sold to churches, em- 
ployers, firms, and others for use 
as prizes, sales awards, premiums 
and the like. The Minnesota court 
said, yes, he did have to pay the 
tax. But a U. S. Appeals court re- 
versed that decision, ruling in es- 
sence that such sales were not for 
personal use and enjoyment, and 
thus not taxable as retail sales. 

IRS refused to accept the Ap- 
peals Court decision as precedent 
until two months ago when, in the 
parallel Torti case, a second U. S. 
Appeals court also decided in fa- 
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THE LADY’S NOT FOR 

BURNING: Obviously no witch | 
to be burned at the stake, mod- 

elovely Sara Thom merely 

_sports a tiara of Ronson’s all- 

new “Petite” lighters to help 

fire up buyers at the recent 

_annual convention of Tobacco 

| Distributors in Miami. 





vor of tax exemption for award- 
type sales. 


In Sellers’ Minds, Questions 


Now, the big question in the re- 
tail jewelry industry is: Am I, as 
a retailer, also exempt from the 
excise tax on the Gellman-Torti 
type of sale? Remember that both 
Gellman and Torti were whole- 
salers and that IRS says that the 
court decisions will be precedent 
for “similar” transactions. 

What does “similar” mean? Can 
only a wholesaler get tax exemp- 
tion on such sales? Or can a re- 
tailer or manufacturer be tax- 
exempt so long as the sale itself 
is similar to the Gellman-Torti 
transactions? 

And if such sales are not excise- 





taxable, what about refunds for 
taxes already paid on sales of this 
type? 

Further, what proof must the 
seller have to back up a tax- 
exempt sale if he is challenged on? 
The burden of proof is on the 
seller. But how is the seller to 
prove, for instance, that those 20 
watches Joe Smith bought “to give 
to his long-time employees as 
awards” were really used for that 
purpose? 

Also, exactly what is an award, 
a premium, a prize, or an incen- 
tive? How does it differ from a 
gift? 

These questions, and many more, 
testify to the quandary of the Rev- 
enue Service. It is not likely that 
all such questions will be an- 
swered even within the next year. 


In the Meantime, Caution 


Meanwhile, what should retail 
jewelers do if they believe that 
their sales qualify for tax exemp- 
tion? 

“It is obvious,” says counsel! for 
the Retail Jewelers of America, 
“that a seller can only be 100 per 
cent protected if he collects and 
reports these taxes. He can, how- 
ever, pay such excises under pro- 
test, with a claim for refund.” 

All refund claims should be 
filed on Form 843, which can be 
procured from the district direc- 
tor of Internal Revenue. 

No credit or refund will be con- 
sidered unless the seller who paid 
the tax can establish: (1) that the 
tax was not included in the sale 
price of the article, or (2) that he 
repaid the amount to the pur- 
chaser, or (3) that he has the 
written consent of the purchaser 
allowing the credit or refund. 

In future transactions, RJA ad- 
vises, sellers who feel that a sale 
may be tax-exempt under the 
Gellman decision should use this 
certificate form: 

The undersigned purchaser hereby cer- 


tifies that he is engaged under the name 
of [Oshkosh Rotary Club, First Presby- 


’? 
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teriau Church, etc.], located at [address of 
organization] as [“a club,” “a church,” 
ete.|; that the article or articles specified 
and fully identified in the accompanying 
order or on the reverse side hereof, are 
purchases from [Joe Smith, Jewelry, Inc.|], 
for [disposition as premiums, use as door 
prizes, incentive awards to employees, etc. |]. 

The undersigned understands that he 
must be prepared to establish by competent 
evidence that the articles were actually 
purchased for the purposes stated. 

It is also understood that the fraudulent 
use of this certificate to indicate that this 
transaction is not subject to tax will sub- 
ject the undersigned and all guilty parties 
to a fine of not more than $10,000, or to 
imprisonment for not more than five years, 
or both, together with costs of prosecution. 

This further constitutes the written con- 
sent of the undersigned purchaser to the 
allowance of any credit or refund claimed 
in connection with the purchase above re- 
ferred to. 


Having this copy in your files 
will be evidence if you are chal- 
lenged for not paying the excise 
tax, or, if you did pay the tax, will 
be evidence in claiming a refund. 


IRS Does “Not Disapprove”’ 
A Maximum Carrying Charge 
For All Credit Sales, if... 


The Internal Revenue Service has 
advised the Jewelry Industry Tax 
Committee that it “does not dis- 
approve” of the practice of levying 
a set maximum carrying charge on 
all credit sales, if the seller reduces 
that charge proportionately for 
fast-paying accounts. 

The question came up when jew- 
elers complained to JITC that try- 
ing to figure each carrying charge 
according to how long the buyer 
wanted to take to pay was causing 
much trouble. When customers did 
not pay on time, jewelers would 
have to add more charges to cover 
increased costs of bookkeeping, etc. 
This, they said, caused animosity, 
and they were losing customers. 

If one set carrying charge could 
be made, JITC reasoned, figured on 
the maximum normal credit terms, 
with reductions on the charge pro- 
portionate to accelerated payment 
of the account, this trouble would 
be minimized. JITC pointed out 
that many jewelers are already 
using this system, adding a 10 per 
cent carrying charge to unpaid 
balance at time of purchase, based 
on a 10-month payment period. 
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Planning Association and Rep. Forand (R.I.) 
Want Tax Bill to End Jewelers’ Excise 


Former President Truman has 
spoken his views; President Eisen- 
hower will deliver his on May 20; 
Congressmen orate daily on the 
same subject; so do economics pro- 
fessors across the land. 

The verbiage proves one thing: 
How to Stall, Stop or Reverse the 
Recession is the favorite national 
debate these days. 

What tax changes will come 
from all these words is a moot 
point at this time. There are more 
than 150 tax-cut measures before 
the House of Representatives. Top 
leaders in the Administration and 
the Democratic Congressional camp 
are sticking by their “wait-and- 
see” agreement until after eco- 
nomic figures for April are evalu- 
ated. That will be mid-May. But 
present corporation tax rates and 
some manufacturer excise taxes 
will expire July 1 unless a new tax 
measure is written before then. So 
tax cuts will probably be decided 
during the six weeks between May 
15 and June 30. 

For jewelers, these developments 
are noteworthy: 


©@ The Retail Jewelers of America, 
Inc., has opened a campaign to ac- 
quaint Congress with the indus- 
try’s need for relief from the 10 
per cent excise tax on the retail 
sale of “jewelry” items. Bernard 
N. Burnstine is Washington repre- 
sentative for RJA. 


ee Suggesting its own anti-reces- 
sion package, the National Plan- 
ning Association asked “high prior- 
ity” for eliminating $4.5 billion 
worth of excise taxes, including the 
jewelry tax. Excise and income 
tax reductions, NPA said, “would 
achieve the broadest possible im- 
pact on purchasing power. Finan- 
cier Beardsley Ruml signed the 
NPA proposal. 


ee Rep. Aime J. Forand (D.-R. I.) 
second-ranking member of the tax- 
writing Ways and Means Commit- 
tee, promised “to do everything in 
my power” to make sure the jew- 
elry excise tax is included when the 
committee considers overall tax 
relief. 


®@Qne pending proposal would 
eliminate the excise tax on watches 
and clocks priced below $100, but 
would leave intact other jewelry 
excises. This plan is sponsored by 
Sen. Paul Douglas (D., Ill.) and by 
Rep. Melvin Price (D., Ill.). The 
measures would also eliminate the 
tax on luggage, appliances, radio 
and TV sets, sporting goods, toilet 
articles, and admissions. 


©®e But excise tax relief — other 
than cuts in automobile and trans- 
portation rates—is still running a 
poor third in popularity behind re- 
ductions in personal income taxes 
to spur buying, and business in- 
come taxes to boost investment. 





I COULD WRITE A SON- 
NET: About her Easter 
bennet, and to the lovely 
actress Celeste Holm, hos- 
tessing here at the Easter 
Seal Benefit Tea at the 
Waldorf-Astoria in New 
York. Wallace Silver- 
smiths set the tables, in- 
troduced a bubbling 
“Wedding-Champagne- 
Tea-Punch” as a special 
salute to the Easter Seal 
Drive. Co-hostesses with 
actress Holm were Bar- 
bara Cook, Teresa Wright, 
Mindy Carson, Maggi Mc- 
Nellis and the Easter 
Poster Child. 
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American Gem Society Reelects Gerber President 
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ROUND THREE: AGS members huddle at a lab session during their conclave. 


Talk at the busy 23rd American 
Gem Society conclave Mar. 22-25 in 
Chicago centered around the newly- 
created AGS Service Co., a division 
set up recently to broaden services 
to members. 

AGS leaders hope the Service Co. 
will make Society membership in- 
creasingly valuable and spur non- 
members to join. It will offer busi- 
ness and professional help not avail- 
able from the parent group. 

In between laboratory sessions, 
the 250 earnest conclave partici- 
pants reelected Harry R. Gerber to 
a second term as president. Gerber 
is president of Bramley & Co., 
White Plains, N. Y. Reelected vice- 
president was Lester Moon of Moon 
Jewelry Co., Tallahassee, Fla. 

Program features included gemo- 
logical and merchandising lectures, 
lab sessions on diamonds and 





AND STILI CHAMP: President re- 
elect Harry Gerber (center) talks 
with second-term vice-president Les- 
ter W. Moon (right) and AGS In- 
ternational Committee member Wil- 
liam Preston, Jr. 
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colored stones, and business meet- 
ings. Shown were a magnificent 
collection of jade boat carvings 
worth $250,000, and a new camera 
designed for portraiture of gems 
and jewelry articles. 

Members voted to repeat AGS 
Week, which was first held last fall. 

Lectures included “New Cutting 
and Imperfection Standards for 
Diamonds” by Richard T. Liddi- 
coat, director of the Gemological 
Institute of America, and talks by 
Dr. Chester Slawson and Dean Ed- 
ward Kraus of the University of 
Michigan. Ernest G. Reuter of 
Leys, Christie & Co. in New York 
discussed cultured pearls. 

Next year’s conclave will be held 
in Los Angeles, home of the Society. 


Gold Filled Story Will 
Get Bigger Play in 1958 


More of the 1958 budget of the 
Gold Filled Manufacturers Asso- 
ciation will be devoted to continu- 
ing and expanding the group’s 
“point-of-sale” education program 
for retailers. 

The program, begun in 1954 af- 
ter gold filled makers recognized 
the need for educating dealers, 
has already reached stores located 
in 129 cities in 40 states. 

Several methods are used for 
the “education.” First step is a 
personal visit to stores by trained 





members of a national merchan- 
dising organization. This provides 
intimate contact among manage- 
ment and sales people. Once the 
stage is set, stores receive the as- 
sociation’s film The Gold Filled 
Story, which offers selling aids in 
a dramatic documentary of infor- 
mation. 

Another film, From an Old Cop- 
per Coin, combines the high points 
of the sales meeting and the first 
film for those who have missed 
either one. 

Subsequent check-up tests con- 
ducted by a shopping service to 
measure the value of the program 
showed good results. Token awards 
were given sales personnel who 
properly explained “the gold filled 
story” to the shopping service 
“shoppers.” 

The association has released a 
Retail Training Register listing 
the names of retail jewelers, de- 
partment stores and specialty shops 
where all or part of the program 
has been utilized. It is available 
to jewelry makers and distributors. 


Gerard Bauer Follows Vaucher 
As Swiss Watchmakers’ Head 


Gerard Bauer has been elected 
head of the Swiss Federation of 
Watch Manufacturers, to succeed 
the late Maurice Vaucher, who 
headed the Federation for 24 years 
before his death last November. 

For a number of years Bauer 
was Switzerland’s delegate to the 
Organization for European Eco- 
nomic Cooperation, and he has 
served as High Authority on the 
European Coal and Steel Commu- 
nity. He has pledged his organiza- 
tion’s continued all-out support of 
the retail jeweler through advertis- 
ing and other activities. 


German Industries Fair Shows 
Jewelry, China, Glass, Clocks 


Some 3300 exhibitors are dis- 
playing Germany’s best in jewelry, 
clocks, watches, china, glass and 
silver articles at the current inter- 
national Fair at Hanover. 

This world market place, which 
opened Apr. 27 for 10 days, houses 
the wares of more than 1000 Ger- 
man makers of everything from 
the biggest electrical machinery 
to tiny lipstick holders. 
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Manufacturing Jewelers Go Parisian for Annual Boston Banquet 


Any of your friends been mumbl- 
ing in what sounds like French 
with a Boston accent? Be kind. 
They're still under the spell of a 
fascinating “evening in Paris” they 
spent Mar. 22. 

From start to finish at their 
annual banquet, some 700 members 
and guests of the MJ&SA were 
wined, dined and amused in the 
true French spirit. Invitations were 
mailed from Paris. The entrance 
of the Statler Hotel sported a scale 
model of the French luxury liner 
Liberté. Opening ceremony included 
singing not only of The Star 
Spangled Banner but also the play- 
ing of La Marsellaise, the French 
national anthem. Both the Ameri- 
can flag and the French tri-color 
were unfurled. There were can-can 


: Ey . P 


dancers, an Apache dance team, a 
gorgeous chanteuse. 

The menu featured filet mignon 
a la Henry IV and filet de sole 
Marguery. Honorable guest was 
Gaston LeClerc, vice-consul of 
France. 

Only traditional aspect of the 
program was the absence of speech- 
making. 

Isadore Paisner, newly-elected 
association president, gave brief 
welcome greetings, then presented 
a sterling silver bowl to outgoing 
president Howard H. Sweet, in ap- 
preciation of his three years of 
association leadership. 

Guests at the head table, from 
left in photo, were: George R. 
Frankovich, MJ&SA executive sec- 
retary; Douglas C. Graham, presi- 


HORS D’OEUVRES: Adding real relish, these can-can dancers kick it up at 
MJ&SA’s annual banquet Mar. 22 at the Statler Hotel in Boston. Voila! 
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EIFFEL A LA MODE: Members and guests at the head table get set for filet mignon in the shadow of the Eiffel Tower. 


dent of the Providence Jewelers 
Luncheon Club; Robert A. Abbott, 
president of the Diamond Peacock 
Club; William E. Smith, president 
of the Jewelers Board of Trade; 
Alvin A. Lauschke, president of the 
Chicago Jewelers Association; the 
Rev. Edgar D. Romig; Isadore Pais- 
ner; Vice Consul LeClerc; Howard 
Sweet; John B. Stevens, president 
of the Sterling Silversmiths Guild 
of America; Mayor Cyril K. Bren- 
nan of Attleboro; Herbert L. 
Thomae, president of the Boston 
Jewelers Club; Joseph J. Lavan, 
president of the Manufacturing 
Jewelers Sales Association; and 
Donald S. Bishop, banquet commit- 
tee chairman. 


MJ&SA Wants Federal Law to 
Require Makers’ Trademarks 


The Manufacturing Jewelers & 
Silversmiths of America has 
adopted a resolution to seek federal 
legislation that would require the 
use of a manufacturer’s trademark 
wherever a quality mark is used. 

While makers are obliged by 
law to meet quality standards if 
they use the terms karat gold and 
sterling silver, they have never 
been bound legally to identify 
themselves as the producer of 
merchandise so stamped. 

Proposed legislation would amend 
chapter 8, sections 294-300 of the 
National Stamping Act, which does 
not now require the trademarks. 
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Ring Guild Affiliates With 
Jewelry Industry Council 


To gain closer liaison, the Ring 
Guild of America has affiliated with 
the Jewelry Industry Council. 

Both groups will continue their 
individual programs, but will seek 
to combine organizational struc- 
tures. Milton S. Holz has been ap- 
pointed executive director of the 
Guild. He has been advertising 
director for the Council. 

Reginald White and Albert E. 
Haase are presidents of the Guild 
and Council respectively. Combined 
offices are at 608 Fifth Ave., New 
York. 





Sterling Silversmiths Open 
Hollowware Design Contest 


Designers of sterling hollow- 
ware pieces useful in the home are 
being invited to enter the “Sterling 
Today 1958” competion sponsored 
by the Sterling Silversmiths Guild 
of America. 

Entrants may submit one or 
more designs in sketch or photo- 
graph form to the Guild by June 
2. Rules and entry blanks are avail- 
able from Sterling Silversmiths 
Guild of America, 551 Fifth Ave., 
New York 17. 

Seven cash awards totaling 
$1100 will be given. Judges are: 
Greta Daniel, curator of design at 
the Museum of Modern Art: 
Melanie Kahane, president of 
Melanie Kahane Associates; and 
John Vassos, founder-president of 
the Industrial Designers Institute. 





Friends, Patrons Fete Dorrer 
On 40th Business Anniversary 


Los Angeles officials, California 
industry representatives and some 
300 friends, relatives and custom- 
ers paid tribute to Walter B. Dor- 
rer Feb. 11 at a dinner celebrat- 
ing his 40th anniversary in the 
industry. He owns Higbee & Dor- 
rer, wholesale firm in Los Angeles, 
which closed its doors Mar. 1. 

Both Durward Howes III, vice- 
president of the Retail Jewelers 
of America, and California RJA 
president John B. Machado lauded 
Dorrer’s contributions to the in- 
dustry. 

Gifts included an engraved so- 
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lar clock from the Jewelers 24 
Karat Club of Southern Cali- 
fornia, a scroll signed by all those 
present, and a memory book of 
the entire dinner event. 





Proposed Law Would Prohibit 
Sunday D. C. Jewelry Sales 


Sunday sales of jewelry, appli- 
ances, tableware, and other con- 
sumer items would be outlawed in 
the nation’s capital under legisla- 
tion now pending in Congress. 

Sponsors of the Sunday sale bill 
are pressing for its passage in 
hopes it will become a “‘model”’ ordi- 
nance which other states and cities 
would adopt. Sponsors include many 
businessmen as well as church and 
civic groups. 

The measure would permit con- 
tinued sale of items “for the pro- 
tection of the lives, limbs, health, 
comfort, and quiet” of citizens. 

Violators would be subject to 
fines and jail sentences. 


Bill in Congress Would Permit 
Quick Diamond Theft Arrests 


Rep. Francis E. Dorn (R.—N 
Y.) is sponsoring legislation in 
Congress to help law enforcement 
agencies crack down on diamond 
thefts. 

The Dorn bill (H. R. 10198) 
would permit courts and law en- 
foreement officers to assume that 
any stolen diamonds valued at 
$50,000 or more have been trans- 
ported either across state lines or 
international boundaries. 

This would permit authorities to 
make quick arrests of anyone 
suspected of diamond theft with- 
out having to prove quickly that 
they were actually stolen in the 
state in which the arrest was made. 
The assumption that the stolen 
diamonds had crossed state or 
national boundaries would hold un- 
less disproved by the defendant in 
such cases. If not disproved, the 
theft would be a federal offense. 


imoerial Peat!’ § New Shewreenss: legant and Eloquent 


A GAMUT OF GRAYS: Walk 
softly through the great double 
Kappa shell doors, past the curve- 
walled, silk-papered reception hall; 
pull up a black lacquer chair, and 
look around. Notice the triple 
chandelier of crystal and brass in 
the charcoal ceiling; the mirror 
tables; abalone pearl-shell ash- 
trays; gray silken draperies over 
white shades; deep gray carpeting 

. you’re in Imperial Pearl Syn- 
dicate’s rich new Fifth Avenue 


showrooms. 








FOR PEARLS, UNDERSTATE- 
MENT: as discreetly many-splen- 
dored as cultured pearls themselves 
is this newest in pearl market 
places. Designer is Barbara Jose- 
loff, among whose clients have been 
actress Martha Raye, singer Kitty 
Kallen, the late Ezio Pinza and 
novelist Herman Wouk. Views 
show the main showroom, and a 
conference corner with Japanese 
corner wall piece and mirrored 
round table. 
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Illinois Jewelers Hit 
Pre-Ticketing, Ask Fair 
Trade Repeal at Convention 


A unanimous vote to work 
towards repeal of the Illinois fair 
trade law was delivered by more 
than 200 jewelers at the recent an- 
nual Illinois Retail Jewelers Asso- 
ciation convention. 

The fair trade repeal motion was 
passed only four days before Gen- 
eral Electric’s abandonment of 
minimum price maintenance con- 
tracts, which set the stage for 
wholesale follow-suiting by other 
manufacturers. 

Members leveled strongest de- 
nunciations at “fair trade’ manu- 
facturers who make no attempt to 
protect their prices or to protect 
the jewelers who abide by them. 
They also berated phony pre-ticket- 
ing by manufacturers. 

Featured speaker was Arnold 
Schiffman, president of the Retail 
Jewelers of America. He urged 
members to report promptly to 
RJA’s Washington office all _in- 
stances of price discriminations 
and other illegal business practices. 

Other speakers: Richard Hughes 
of Hamilton Watch Co.; bridal con- 
sultant Helen Nyland; Robert 
Crowningshield, director of the 
Gemological Institute, and sales 
consultant W. L. McCaskill. 

Newly-elected officers are: Don 
G. Kuester, H. E. Volkman’s Sons, 
Kankakee, president; Carl W. 


Frautschi, Sigmund Sorg, Inc., 
Bloomington, first vice-president: 
Willard Tobin, J. Ralph Tobin & 
Son, Springfield, second vice-presi- 
dent, and Charles H. Barker. 
Springfield, secretary-treasurer. 


Oklahoma Jewelers Join With 
Watchmakers for Convention 


Members of both the Oklahoma 
RJA and the Oklahoma Horological 
Association came sweeping down 
the plains for a joint annual con- 
vention Mar. 22-23 at the Skirvin 
Hotel in Oklahoma City. 

Groups held individual business 
and board meetings, where they 
elected officers. Then, after a com- 
bined luncheon, they heard featured 
guest speaker Stewart Harral tell 
them how to “Make Your Public 
Relations More Profitable.”’ Harral, 
director of public relations studies 
at the University of Oklahoma, 
listed, between sprinkles of humor, 
the sundry things jewelers and 
watchmakers can do to increase 
public acceptance and confidence. 

Jack Barker, merchandising co- 
ordinator for the Watchmakers of 
Switzerland, showed the film “The 
U. S. Watch Market.” He then held 
a question-and-answer period. 

New officers of the Oklahoma RJA 
are: Fred J. Melton of Lawton, 
president (he succeeds Floyd J. 
Kelly, who becomes chairman of the 
board of directors); Ray Dever- 
eaux, Ernest L. Moody, Bob 


 — 


ILLINOIS LEADERS AND FRIEND: Arnold Schiffman (front row, second 
from left), president of the Retail Jewelers of America, joins Illinois RJA 
officers and directors for photo during group’s recent annual meeting, where he 
spoke. In back row, from left: John Charter, Ralph Brown, Russell Vernor, 
Harry Voegele, W. W. Overstreet, Charles D. Jacobs, and Raymond Abel. Front 
row, from left: Ed Ott, Schiffman, Clarence Yonaka, Don Kuester (new presi- 
dent), J. Willard Tobin, Carl Frautschi, Ernest J. Bremer, Earl Jones, Charles 


H. Barker, and Walter Rodholm. 
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Ditmore and H. S. McCurley, vice- 
presidents; Paul J. Miller, secre- 
tary; and Robert J. McCurley, 
executive secretary-treasurer. Be- 
sides Kelley on the board of direc- 
tors: Robert J. McCurley, Hugo F. 
Kofmehl, H. C. Stuhr, Ed Waldrop, 
M. B. Smith, George J. Sloan, 
George Goldfarb, N. C. McCoy, 
V. P. Hildreth, Charles W. Haupt, 
H. E. Hutcheson, and B. C. Clark, 
Jr. 


Charles Kofmehl 


For the Oklahoma Horological 
Association, these are the 1958 lead- 
ers: Charles Kofmehl] of Duncan, 
president (he succeeds Sam Clem- 
ents, who has headed the group 
for the last four years); George 
Weach, reelected vice-president; 
and Ross Luttrell, Jr., secretary- 
treasurer. 


Nebraska RJA Convention 
Hears Sales Consultant, 
Elects Myers President 

Al Myers of Hastings, Neb., was 
voted 1958 president by members 
of the Nebraska Retail Jewelers 
Association at their March conven- 
tion. 

Main speaker was William Mc- 
Caskill, sales consultant from Mad- 
ison, Wis. 

Other 1958 RJA officers are: 
William McIntosh of O’Neill, first 
vice-president; A. R. Shalberg of 
Oakland, second vice-president; 
Walter Truex of Norfolk, third 
vice-president; Elton Combs of 
Omaha, secretary, and Max Hink- 
son of Ogallala, treasurer. 

Horologist officers are: William 
Yost of Milford, president; Matt 
Billesbach of Hastings, vice-presi- 
dent, and Maurice Shockey of 
York, secretary-treasurer. 
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A LADDER FOR NAPOLEON: Had 
Miss Fabulous here been around at 
that first fitting for Beau Bonaparte’s 
crown jewels, Empress Josephine may 
never have been, Maria Theresa could 
well have grown hoary a Hapsburg. 
Our lank lovely models Josie’s jewels 
here at the recent 50th anniversary 
open house fete of a chic upstate New 
York ladies’ shop. She also sports a 
$23,000 Schiaparelli sable. Jewels 
were obtained from New York’s Van 
Cleef & Arpels through Spencer W. 
Green & Son, Rochester jeweler. 
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OLD WATCHBANDS NEVER DIE: 
They just need refinishing, like the 
hoary Jacoby-Bender model worn for 
18 years by Murry Weinberg of Lev- 
ittown, N. Y. The record wearability 
of Murry’s band, an original link 
model, delighted J-B executives, net- 
ted Murry a free luncheon, a tour of 
the manufacturing plant at Wood- 
side, N. Y., and a new J-B watchmate 
expansion band, being presented in 
photo by Bernard Kanter, executive 
vice-president. 


3 


SP 


THE BETTER THE PA- 
TINA: These ladies and gen- 
tleman were guests and host 
respectively at the recent 
cocktail press party given by 
the Sterling Silversmiths of 
America to boost its “Ster- 
ling Silver Around the Clock” 
theme. Table settings and 
hollowware displays showed 
services for all meals for all 
occasions. Some 200 press, 
television and radio writers 
attended. Shown here, from 
left, are Margaret Shepherd 
of WATYV; Alice Peterson of 
New York Sunday News 
Magazine; Roger Hallowell 
of Reed & Barton; Frances 
Blackwood of The Philadel- 
phia Bulletin; and Frances 
Foley Gannon of WNYC. 


WATCHBANDISSIMO: 
Gemex will present this 
specially - engraved 14 
karat “Ambassador” 
watchband to General- 
issimo Chiang Kai- 
Shek, astute, diplo- 
matic president of the 
Chinese Republic. The 
apropos gift will be 
presented to Chiang 
through Gemex’ Far 
East Export division; 
ceremony will take 
place on Formosa. 


TRAVELER FELLOWS: Officers and directors of the Southern Jewelry Trav- 
elers Association, Inc., gather in Atlanta, Ga., to lay final plans for the July 


20-23 Southern Jewelry Show at the Henry Grady Hotel there. Seated, from 
left, are: Herbert Lewis of Bulova, president; Thomas M. Bender of Whiting & 
Blackington, executive vice-president; Percy N. Leyland of Castleton China, 
secretary-treasurer; and Frank J. Russell, Sr. of Anson, vice-president. Direc- 
tors, standing, from left: Aaron Ascher of Jacques Kreisler; Donald Burke of 
Syracuse China; Nat Efronson of Lang Jewelry; Harvey M. Epstein of Benrus; 
Herman Mushnick of A. Cohen & Sons; Walter Schaeffer of J. R. Wood & 
Sons; Fred J. Steinbrenner of Friedman & Revere Silver; Charles H. Weinstein 
of Charles H. Weinstein Associates; and Harry R. Wetsten of Hamilton Watch. 
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Handy & Harman’s Newest Plant: More Silver for Sputniks 





HANDY & HARMAN BUILD A HOUS 





E: Scenes show the entrance side of 


the new West Coast building; workers casting silver bars; a weight-check on 
a $17,612 gold bar; and the dust flue that saves more than $10,000 worth of 


particles a year. 


Got any gold or silver family 
heirlooms that might prefer a trip 
to the moon to ignominiously gath- 
ering dust? Pack ’em off to El 
Monte, Cal., to Handy & Harman’s 
sixth and newest gold and silver- 
producing plant, where they’ll have 
a sporting chance at least of be- 
coming a coat for our next satellite. 

The new factory figures to play 
a major role in continuing Handy 
& Harman’s recent function of 
clothing the nation’s satellites in 
precious metal for their trips into 
outer space. Gold, among metals, 
is singularly reflective at celestial 
temperature extremes, keeps deli- 
cate instruments from overheating, 
eliminates false beeps. Explorer I 
was plated with gold. So is Van- 
guard. Handy & Harman gold. 
The firm’s silver is also used, in 
jets, rockets, satellites, because of 
its exceptional electrical conduc- 
tivity and light weight. 

Fitting out satellites, though, is 
far from all the 9l-year old fabri- 
‘ator does with its precious metals. 
“Somewhere, in some way,” the 
firm likes to say, “Handy & Har- 
man plays a part in every in- 
dustry.” 

Metals are sold in three major 
fields. One is the “Arts,” the 
jewelry industry. Another is in the 
metal joining and soldering indus- 
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tries. The third and newest field 
is electronics and the electrical in- 
dustries, of which the West Coast 
abounds. 

The factory part of the new 
building has no windows; dust, 
sweepings, even the water em- 
ployees wash their hands in, is 
sifted and filtered to recapture 





President Travis 
a place in outer space 


some $10,000 worth of precious 
particles that would otherwise go 
up in smoke or down the drain each 
year. 

Office boy-to-President Judson C. 





Travis, who became head of the 
firm in 1953, is proud of his charge. 
“While we’re the largest fabricator 
of precious metals, with some $100 


million annual sales,” he_ says, 
“still by some yardsticks we’re 
pretty small. Our 830 employees 
have been and are the greatest 
strength we have.” 

Testament to H & H’s position in 
the precious metals field is the 
acceptance of its daily silver quota- 
tion. Throughout the world, all sil- 
ver transactions—miners to smelt. 
ers, smelters to processors, proc- 
essors to manufacturers—are based 
on this daily quote from the firm 
that robes satellites. 


Chronos Clock Distributes 
Diehl, Junghans Clock Lines 


U. §S. distribution of two Ger- 
man-made clock lines, including the 
world-famous Junghans clocks, is 


now being handled by Chronos 
Clock Corp. of New York. 
Chronos will distribute both 


Junghans and Diehl K. G. Nuern- 
berg models from its headquarters 
at 141 Fifth Ave. The Diehl clocks 
are currently being introduced in 
the U. S. 

Ernest A. Mandell has been ap- 
pointed general manager and Harry 
E. Roth sales manager of Chronos. 


World Jewelers Ready Wares 
For U. S. World Trade Fair 


Jewels and jewelry of unusual 
design will be featured, many for 
the first time, at the 1958 U. S. 
World Trade Fair scheduled for 
May 7-17 at the New York Coli- 
seum. 

The entire nine-acre, four-floor 
area will be covered by 3000 exhib- 
its from 60 nations. Merchandise 
will range from heavy machinery 
to housewares, from fine silks to 
fireworks. 


Controllers Institute Elects 
Elgin National’s Janowiec 


H. V. Janowiec, controller for 
Elgin National Watch Co., has been 
elected to membership in the Con- 
trollers Institute of America. 

Institute, set up in 1931, is a 
management association of con- 
trollers and finance officers from all 
lines of business. Membership is 
4700. 
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John H. Ballard 
President 


Omar N. Bradley 
Board chairman 


Bulova Watch Reorganizes, 
Omar Bradley is Named 
Chairman of the Board 


The death in March of Arde 
Bulova, long-time board chairman 
of Bulova Watch Co., has resulted 
in a rearrangement in the firm’s 
executive positions. 

John H. Ballard, firm president, 
who continues as chief executive 
officer, has named General of the 
Army Omar N. Bradley new chair- 
man of the board of directors. 
Bradley has been chairman of the 
Bulova Research and Development 
Laboratories since 1953. 

“The General is no stranger 
us,” says Ballard of Bradley. “I 
have known him since he served as 
Administrator of Veterans Affairs 
prior to becoming chairman of the 
military Joint Chiefs of Staff. We 
have come to appreciate General 
Bradley’s great talents for organ- 
ization and administration.” 

Other Ballard executive appoint- 

ments: 
@ @ Col. Harry D. Henshel, Bulova 
board member since 1931, to the 
newly-created post of vice-chair- 
man of the board. 


cf 
© 


Emil E. Fachon 
Executive v-p 


Harry D. Henshel 
Board 
vice-chairman 


@ @ Harry B. Henshel, vice-presi- 
dent for finance, to membership on 
the board of directors and the ex- 
ecutive committee. 

@ @ Emil E. Fachon, a vice-presi- 
dent and director, to executive vice- 
president for manufacturing in the 
U. S. and Canada. 

@@ Mrs. Jules Sandoz, long-time 
director and general manager of 
3ulova’s Swiss factories, to execu- 
tive vice-president for Swiss opera- 
tions. 


JIC Sets Up Retail Board 
For Fashion Institute 


The creation of a retail advisory 
board for the Jewelry Industry 
Council’s Fashion Coordination In- 
stitute has been announced by Carl- 
ton M. Fishel, chairman of the 
steering committee. 

Institute, started last July, seeks 
to promote jewelry as a necessary 
accessory rather than as mere 
adornment. Money support comes 
from manufacturers and suppliers 
of women’s jewelry. 

The retail advisory board has the 
mission of educating retail sales- 
people on latest fashion trends. 





THROUGH A _ LOUPE, 
HARDER: The man who 
makes emeralds, Carroll F. 
Chatham of San Francisco, 
examines a_ stone before 
some seven million viewers 
of ABC-TV’s Mar. 2 “You 
Asked For It.” Chatham, in 
a filmed sequence from his 
laboratories, explained how 
his Cultured Emeralds com- 
pared with natural ones, 
staged a dramatic test to 
show that man-made emer- 
alds could withstand more 
heat than nature’s. 
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Harry B. Henshel Mrs. Jules 
Finance v-p Sandoz 
Swiss v-p 
Jeweler members are: Maurice 


Adelsheim, Sr., of Minneapolis; 
Milton P. Adler of New Orleans; 
Myron Everts of Dallas; H. A. 
Goldberg of Portsmouth, Va.; Har- 
old H. Hubbard of Cleveland; Wal- 
ter B. Jaccard of Kansas City, Mo.; 
tichard Jessop of San Diego; 
Oscar Kind of Philadelphia; Victor 
A. Lambert of New York; H. Ar- 
min Maier of Atlanta; Newton 
Rosenzweig of Phoenix; William H. 
Shreve of Boston; George J. Sloan 
of Tulsa; Kenneth I. Van Cott of 
3$inghamton, N. Y., and Clemens 
M. Wolff of St. Louis. 

There are also members from 
department and specialty stores. 


Longines Builds Plant for 
Popular New Camera-Projector 


The Wittnauer Instruments divi- 
sion of Longines-Wittnauer Watch 
Co. will devote a newly-built plant 
to manufacture of the Cine-Twin 
8mm movie-camera-projector. 

The new plant, built in only a 
few months, is expected to be oper- 
ative within a few weeks, will try 
to match production to heavy de- 
livery requests. Facility is in New 
York. 


Waltham Precision Buys 
Assets of Thermal Dynamic 

In a move to enter the growing 
market for high temperature re- 
search in the rocket and missiles 
fields, Waltham Precision Instru- 


ment Co. has acquired Thermal 
Dynamic Products, Inc., in New 


York. 

The firm will operate as a divi- 
sion of Waltham, which now makes 
aircraft clocks, gyroscopes, timers, 
fuses and other precision devices. 
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QUALITY ONLY: 


“EBERTIN" clip backs are hand-made of the 
best moterial and workmanship for manu- 
facturers of jewelry who want only the finest 
for their quality pieces. “EBERTIN" clip 
backs, ear clips, and combination clips are 
available in a number of stock sizes in 14K 
or 18K white or yellow gold. Write for de- 
scriptive catalog. 


7 p 


EBERTIN 
BACKS 


are made only by 


GEORGES EBERTIN 
562 FIFTH AVE. « N. Y. 36, N. Y. 
CIRCLE 7-2610 
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Write l lay 


JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St.. N.Y. 22, WY 
PL 4-1177 
LEWIS R. EISNER, VP 


IN CHARGE OF 
NEW 
BUSINESS 


FOR ANY 
PHASE OF YOUR 
BUSINESS — 











ASK ABOUT OUR 
BALANCED FINANCING 





PROGRAM! 





® Situation Wanted 
® Help Wanted 
@ Store For Sale 
See JC-K Classified Section 
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House, Senate Will Consider 
Druggists’ Fair Trade Bill; 
‘Unworkable’, Opponents Say 


Congress is taking an official 
look at the current breakdown of 
fair trade and the need for new 
federal legislation this year. 

A House Commerce subcommit- 
tee opened hearings April 29 on 
a fair trade measure drafted by 
the retail druggists and sponsored 





by Rep. Oren Harris, D., Ark. The | 


Harris bill would permit a manu- 
facturer to control resale prices 


_for his merchandise anywhere in 


_ the U. §., under trade mark laws. 





In the Senate, Sen. Hubert Hum- 
phrey, D., Minn., was expected to 
start fair trade hearings 
Small Business subcommittee. Sen. 
Humphrey has not yet endorsed 
the Harris bill. His committee’s 
inquiry will also cover discount 
house operations and their effect 
on small business. 


in his | 


“The deterioration of fair trade | 


on the Senate floor. “It is my feel- 


| enforcement is of the utmost con- | 
cern to me,” he said in a speech 


ing that relief must be quick in | 


coming if we are not to have our 
distribution systems destroyed.” 
Some legal experts in Congress 
fear the fair trade bill drafted by 
the drug interests would be un- 
workable and lead to “widespread 
price-fixing.” These sources warn 


that the law as drafted might even- | 


tually make dealers merely the 
agents of manufacturers, taking 
away their free choice, might make 
them liable for damages for in- 
advertently breaking a minimum 
price. 

The Justice Department recently 
charged a major vacuum cleaner 
maker with violating the antitrust 
laws for doing just about what the 
Harris bill advocates. 





‘Small Business’ Now Includes 
Firms with $2 Million Volume 


The Small Business Administra- 
tion has revised its definition of a 
small retail store to cover outlets 
with up to $2 million in annual 
volume. 

Previous SBA regulations limited 
the agency’s loan programs and 
other aids to stores with up to $1 
million in annual volume. 
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See Pages 242-246 
for Situations Wanted 
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NYE’S “2* OILS 


The BEST for 
Watches and Clocks 





WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 








HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 





AMITY U S$ TIME ALVIN 
NORELCO EMCA EVANS 

ARVIN INGRAHAM SCHICK 

WEST BEND WATERMAN.’ WESTINGHOUSE 
DELTAH SPEIDEL DORMEYER 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 
Cotalog Twice Yearly * Ask for Yours Today 
JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Mllnols 
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= The Horological Society of New 
York heard Russell M. Tolley discuss 
the new Horological Institute of 
America health and accident plan at 
its Apr. 7 meeting in New York. 
Members also saw a film, “Adven- 
tures in Diamond Mining,” produced 
by DeBeers Consolidated Mines, Ltd. 
Master watchmaker David Protas dis- 
cussed automatic movements. 

= Bernard Landau, gem importer of 
New York, sailed for Europe Apr. 3 
for a two-months’ visit to the precious 
stone markets there. 

= Asscher’s Diamond Co., Ince., in 
New York, U. S. representative for 
the name-sake Holland diamonds firm, 
has moved its offices to 580 Fifth Ave., 
Room 1606. 

# August Peano, formerly with J. W. 
Johnson, Inc., is now associated with 
Michael C. Fina Sons at 10 Maiden 
Lane in New York. 

# Diamond dealer Otto Saril of 607 
Fifth Ave. in New York left Apr. 6 
for a six weeks’ tour of the diamond 
markets in Antwerp, London and 
Amsterdam. 

= New officers were elected by mem- 
bers of the American Stone Importers 
Association at the group’s annual 
meeting Apr. 2 in New York. They 
are: Robert G. Wider of Dreher 
Bros. & Wider, president; Joseph 
Blank of Joseph Blank, vice-presi- 
dent; and Lloyd V. Lassner of Lass- 
ner & Lassner, secretary-treasurer. 
Directors are: Edward Lembeck, C. 
Frederick Loch, George S. Heller, 
Walter Arnstein and Max Duraffourg. 
= Clairmont Trading Corp., New 
York import-export firm, has been ap- 
pointed U. SS. distributor for the 
Ulysse Nardin Watch Co. of LeLocle, 
Switzerland. Firm’s offices are at 565 
Fifth Ave. 

= The Watchmakers Association of 
New Jersey held its monthly meeting 
Apr. 8 at the Irvington House in 
Irvington, N. J. The Wyler incaflex 
balancer and waterproofing were dis- 
cussed. 

= Joseph L. Robert of John M. Rob- 
erts & Son Co. in Pittsburgh, Pa., 
was elected a director of the Pitts- 
burgh Rotary Club recently. 

= How the International Gruen 
Guild of Fine Jewelers can benefit re- 
tail jewelers was detailed at a re- 
cent meeting of the Consolidated Re- 
tail Jewelers of New York and New 
Jersey. Robert Fritsch, Gruen’s as- 
sistant sales manager, delivered the 
talk. 

s Philadelphia District Attorney Vic- 
tor Blanc was guest speaker Mar. 11 
at a dinner-business meeting of the 
Sansom St. Businessmen’s Associa- 
tion. Committees were appointed to 
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look into the matters of reduction in 
excise taxes, adequate police protec- 
tion for member firms and summer 
closing hours for the area. President 
Edward Gordon and Secretary Saul 
“Babe” Rosnov also addressed the 
65 members present. 

= Lawyer Philip E. Hoffman, counsel 
for the Retail Jewelers of America, 
has moved law offices to 405 Lexing- 
ton Ave., New York 17. New tele- 
phone number is YUkon 6-4900. 

= Richard H. Smith has been elected 
president of Zook’s Jewelers, Inc., in 
Lancaster, Pa. He succeeds 8S. Kurtz 


Zook, founder and president of the | 


store, who died last month. Harry E. 
Wolpert succeeds to the vice-presi- 
dency, will continue as store manager. 


s The Jewelers Square Club in New | 








York held its 35th anniversary meet- | 


ing in March at Rosoff’s Restaurant 
on 43rd St. Officers are: Robert G. 
Wider, president; Dave Levy, vice- 
president; Irv Wiener, secretary- 
treasurer; and Lloyd Lassner and 
Jimmy Thiese, social welfare. 

ws Officers for 1958 of the Diamond 
Dealers Club in New York are: Max 
Jellinek, president; Elias J. Stern, 
vice-president; Isidore Friedman, 
secretary; and Oscar L. Levine, treas- 
urer. Albert J. Lubin is executive 
secretary. Directors are: Izak Bern- 
stein, Baruch Dienstag, Joseph Gold- 
hirsz, Abraham Gross, Leo Kayser, 
Max Lipschutz, David Maringer, 
Jules Moed, Chiel Morgenstein, 
George Neuman, Isidor Palca, Abe 
Shwergold, Jack Sigman and Aaron 
K. Wulkan. 











e The Joint Defense Appeal’s cos- | 
tume jewelry division honored Sidney | 


Wexler of Mutual Buying Syndicate, 
Inc., in New York Apr. 22 “for his 
outstanding leadership in industry- 
supported philanthropic and human- 
itarian causes.” 


The Appeal raises | 


funds for the American Jewish Com- | 


mittee and the Anti-Defamation 
League of B’nai B’rith. 

ws The Jewelers 24 Karat Association 
of Western New York held an eve- 
ning meeting Mar. 25 at the Lafay- 
ette Hotel in Buffalo. Nominations 
for new officers and board of di- 
rectors were accepted. 

= Hugh J. Trainor, manager of Mars- 
ton & Seaman’s in Albany, N. Y., has 
been named president of group which 
has acquired control of the firm. 
Other new corporation officers: Mar- 
tha E. Busch, vice-president; Ruth 
E. Trainor, secretary; and Theresa 
Trainor, treasurer. 

= J. Edward Doubet, 
Carl Doubet, Jewelers, 
Pa., 
town’s Business Men’s Association. 


| WELLS 


president of | 
in Chester, | 
was elected president of the | 
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CULTURED | 
PEARLS — 


NECKLACES and 
EARRINGS 
at attractive prices 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38. N. Y. 














Precious Stones 
LOOSE OR MOUNTED 
IN APPEALING 
RINGS 

STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 
Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 


580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plaza 7-1560 


















CLOCK SALESMEN 


Experienced selling imported clocks. Newly 
established clock dept. of old Eastern con- 
cern has openings in all territories. Com- 


mission basis only. Good opportunity if you 


have following & are willing to help estab- 
lish business & grow. We ship, make re- 


Our rating 
Box #H., 


pay comm. promptly. 
Give details in Ist letter. 


pairs 
AA-1. 
4142. 





TOP @& HAT 
CHARMS 


Seld only direct to Retaliers 
MFG. CO. ATTLEBORO, MASS. 











ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 
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DANIEL 





French Hand Beaded 
Jeweled 
PARIS PURSES and 
MATCHED ACCESSORIES 
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HOUSE OF NAS 


316 Barrow St., Jersey City 2, N. J. 
HE 5-5900. (Direct N. Y. Di 9-1230) 


N. Y. Showroom 10 W. 33rd St. 
Room 1102—Phone CH 4-3337 


In Ottawa—299 Richmond Road 


SS SS SS OO OU TU CU CU UO Se TS SS Se SS Se SS eS ee ee 


wy el 


























DIAMOND 4§ |: 


i? 


RINGS gee 


tas Ac Tr Cy 
VV ASHINGTON ST 


‘stale@eal 
BOSTO ‘ 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established (880 
(Div. of M. Y. Finkelman Co.) 
27 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 


MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 
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. 
NEW ia ENGLAND 


= The New England Guild of the 
American Gem Society held its April 
dinner meeting at the Hotel Com- 
mander in Cambridge, Mass. A re- 
sume of the A.G.S. conclave held 
recently in Chicags was given by Eli 
Corman. A merchandising panel has 
been formed, and members will dis- 


cuss merchandising and display tech- 





niques at future gatherings. 

# The Horological Society of Massa- 
chusetts, meeting at the Waltham 
Watch Company cafeteria on April 
8, held what was known as Ultra- 
Sonic Night. Henry Fried, JC-K horo- 
logical consultant, was speaker. Vari- 
ous manufacturers of ultra - sonic 
equipment demonstrated machines at 
the meeting. The Association’s mem- 
bership contest ends in June. The 
April issue of the organization’s 
monthly publication listed seven new 
members. 

ws The 1957-58 season of the Boston 
Jewelers Bowling League has ended. 
The annual dinner and awarding of 
prizes was held at the Hampshire 
House in Boston on Apr. 26. 

s Jerry Freedman has sold his Alls- 
ton, Mass., store to Lawrence Berger, 
who will operate as Mark Jewelers. 
Freedman opened Crosby Jewelers at 
1494 Highland Avenue in Needham 
on April 1. 

= Charles A. Byke, jeweler, in Lowell, 
Mass., has enlarged his store and 
has installed a new front, showcases 
and fixtures. 

= Ben and Irving Etcoff, owners of 
the Hub Supply Co. at 1268 Common- 
wealth Ave. in Allston, Mass., have 
changed the name of the business to 
Hub Jewelry Co. 

s Annual dinner-dance of the Dia- 
mond Peacock Club was held Apr. 26 
at the Hotel Somerset in Boston. 

ws Officers and Directors of the New 
Hampshire Retail Jewelers’ Associa- 
tion met recently in Manchester to 
lay plans for the annual convention, 
to be held this year at the Hotel 
Wentworth-by-the-Sea in Portsmouth, 
N. H., on June 29-30. 

= Bernie Mendelsohn has joined his 
father, Henry Mendelsohn, of Men- 
delsohn Bros., at 611 Jewelers Build- 
ing. 

= Topham’s Jewelers, operated by 
Arnold Topham, in Plymouth, N. H.., 
moved recently to new and larger 
quarters. 

s Philip Barber, of S. Barber & Sons, 
who moved last month from 712 
Washington Building to Room 711, 
found that the only place a mirror 
seemed to fit in the new quarters was 
a spot about 8 or 9 feet up from the 


| floor. So, to make it appear useful, 


he has installed a sign reading: “For 
Tall Girls Only.” 

s Frederic W. Kunz, Jr., formerly in 
business with his father at 705 Wash- 
ington Building, is now managing the 
Duval Jewelry Store in Jacksonville, 
Fla. 

w Alfred F. DeScenza & Son, 609 
Washington Building, has enlarged 
its religious goods department, and 
also has added a new line of leather 
goods. 

# Richard Goulter, formeriy with the 
silver department of D. C. Percival 
& Co., is representing E. H. Saxton 
Co. in Massachusetts, Rhode Island, 
and Connecticut. 

= Gordon Bros. in Boston has pur- 
chased the balance of inventory from 
Malenka-Sagar Co., Inc., in New York. 
Malenka and Sagar are retiring from 
the manufacturing jewelry business. 
Gordon Bros. also purchased the bal- 
ance of stock from Kirkpatrick’s 
Jewelry in Butler, Pa. 

« Edward Baribault, formerly with 
Nolin Jewelry Store in Lewiston, Me., 
has opened a new store at 23 Lisbon 
Street in Lewiston, to be known as 
Baribault Jewelers. 

= Norman Sharpe, formerly associ- 
ated with Mendelsohn & Terban in 
Boston, has opened a jewelry and gift 
shop in Room 516 Washington Build- 
ing. 

=» W. A. Kinsman has retired as 
chairman of the board of Towle Sil- 
versmiths, after 44 years’ varied ser- 
vice to the firm as general manager, 
president and director. Towle’s direc- 
tors have elected Kinsman as honor- 
ary chairman of the board, will main- 
tain his offices at the firm so that he 
will be available for consultation. El- 
liot P. Knight, former Towle vice- 
chairman and director, succeeds to 
the chairmanship. 

= Saul Lichtenstein of Michaels 
Jewelers in Bridgeport, Conn., has 
been named a registered jeweler by 
the American Gem Society. 

# Richard W. Michaels of Michaels 
Jewelers in Waterbury, Conn., has 
been named a registered jeweler by 
the American Gem Society. 

= Kettell, Blake & Read in Boston is 
marking its 100th anniversary this 
year. President Ellsworth Read, head 
of the firm since his father’s death 
in 1953, has served as president (two 
years) and secretary-treasurer (nine 
years) of the Boston Jewelers Club, 
is now a member of its board. 

= The Jewelry Salesmen’s Associa- 
tion, an organization for precious 
jewelry salesmen, held its first annual 
14K Gold & Platinum Show Apr. 20- 
23 at Boston’s Parker House. 
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es “Bert” Jacobs, president of the 
Chicago Jewelers Club, chaired the 
first meeting of the new officers on 
Mar. 26th in the conference room of 
the Pittsfield Building. Directors 
voted unanimously to refurbish the 
Club Room for $25,000. Charles G. 
Brown, vice-president of Stein & 
Ellbogen, is chairman of the building 
committee. Other directors include 
Bert Jacobs of Forstner Chain Com- 
pany; Richard Showerman of Tesler 
& Weiss; Robert Crosswhite of Pakula 
Co.; Mel Goldman, an attorney; Al 
Lauschke of Handy & Harman; Vince 
Newman of Jewelers Board of Trade; 
Robert Scheffres of Speidel; Herman 
Kramer of Lossau & Kramer; and 
Leonard Lewy, a manufacturers’ rep- 
resentative. 

ws The first meeting of the board of 
Governors of the Golden Roosters was 
held on Apr. 2 in the conference room 
of the Pittsfield Building. John Big- 
gins presided as Chanticleer and 
called for the audit report. It was de- 
termined that there were 11 openings 
for resident memberships; 11 candi- 
dates were picked, who will be initi- 
ated at the summer outing, June 26 
at the Itasca Country Club. 

s Frank Whiston, one of the found- 
ers of the Chicago Jewelers Club, and 
head of the real estate firm which 
manages the Pittsfield and other 
buildings, has been made an honorary 
member of the Club. 

« B. Miller Siegel, secretary of Siegel 
Jewelry Co. in Grand Rapids, Mich., 
has been elected president of the firm. 
He succeeds his father, the late 
Norton Siegel, who died last August 
Arthur L. Siegel, brother of Norton, 
will continue as vice-president and 
treasurer. The new president joined 
the firm in 1946. 

s Chanticleer John M. Biggins of the 
Golden Roosters of Chicago has ap- 
pointed the following committees for 
1958: Entertainment: William H. Mc- 
Greevy, Jerome Hochberg, Herman 
Kramer. Decoration: Rudy Samuels, 
Sidney Geller, Robert Groya, Robert 
Koff, Sidney Phillips, Irving Seltz. 
Welfare: Vincent Newman, J. E. 
Griffin, Jack Prins, Al Wahlen. Mem- 
bership: Alvin Lauschke, Henry Al- 
bers, Fred Haller, Leonard Lewy, 
Frank Moran. Publicity: Ray Zelke, 
William Comiskey. Audit: Fred Her- 
tel, Wilbur Cureton, Arnold Price. 
Wrecking Crew: Stanley Kramer, 
William J. Boots, George J. Daly, 
Jr., Sam Goldstein, Lewis Kanow, 
Richard Kaplan, Bob Lieberman, Wil- 
liam H. McGreevy, Robert Parks, 
Michael Romita, Byron Tucker. 

# Jack Marshall was host to the II- 
linois Watchmakers Association Mar. 
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27 at the main office building of C. & 
E. Marshall Co. in Chicago. Discus- 
sion centered on “Waterproofing 
Watches for Skin Diving and the 
Newest Marshall Ultrasolic Cleaning 
Machines.” April meeting of the as- 
sociation was held on the 23rd in the 
Chicago Public Library. 

s Gordon Taylor Jewelers in Toledo, 
Ohio, recently held a three-day open 
house at its new store. Gordon T. Tay- 
lor, the owner, has been in the jew- 
elry business in Toledo since 1922. 

s Elly Berndt of Adrian, Mich., pres- 
ident of the Michigan Retail Jewelers 
Association, and his wife, headed a 
list of special out-of-town guests at 
the meeting of the Kalamazoo, Mich.., 
Jewelers Association at the Hotel 
Harris there. Berndt spoke on “Ways 
to Improve Your Business and Repu- 
tation in Your Community.” 

= Ben Braude, president of Emil 
Braude & Sons, distributor of jew- 
elry, watches and household gifts in 
Chicago, has just returned from an 
extended tour of the Far East, where 
he purchased a full line of cultured 
pearls, star sapphires and binoculars. 
= John Hefford has been named man- 
ager of Taylor Jewelers in Toledo, 
Ohio. He has been with the firm since 
1946. Pat Manson has been named 
gift and silverware consultant. 

# Leighton C. Johnson has opened 
The Watch Shop at 15 S. Cass Ave., 
Westmont, Ill. Johnson previously 
owned the Elgin Time and Instrument 
Co. He holds the Certified Master 
Watchmaker certificate from the Hor- 
ological Institute of America. 

= Helzberg’s Diamond Shops, Inc., 
chain jewelry store with headquarters 
in Kansas City, Mo., paid its 335 em- 
ployees a year-end bonus totaling 
$44,679. This did not include bonuses 
to officers in the company. 

ws Bill Merkel, formerly associated 
with Ross-Beck Co., and Edwards & 
Co., is now associated with Ed. Cain 
& Co., Inc., Chicago, wholesalers of 
the Tru-Blue diamond ring line. Mr. 
Merkel will cover Kansas and Mis- 
sourl. 

= Swartchild & Co., Inc., Chicago- 
based jewelry supply house, has ap- 
pointed Samuel R. Zickerman division 
manager of its New York headquar- 
ters. Zickerman has more than 30 
years’ experience in the industry, is 
a certified gemologist, is a former 
chairman of the New York executive 
board of retail jewelers. 

= Paul K. Bonebrake, merchandising 
manager of the jewelry department 
for Montgomery Ward & Co. for 30 
years, retired Mar. 31. A banquet in 
his honor was given at Alligauers 
Fireside Restaurant in Chicago. 
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s The man who made the largest pink 
(quartz) elephant in the world, for 
the Maharaja of Mayapore, “retired” 
from his jewelry business in Miami 
recently. Actually, Joseph A. Richter, 
who transformed his 1923 pawn shop 
business into a considerable estate to- 
day, only shifted interests, this time 
to expanding the hotel he built in 
honor of a son killed in World War II. 
Richter is perhaps best known as the 
man who buys and sells prize jewel 
collections. 

= Gary H. Silas has purchased 


| Parker Jewelry Co. in Sandersville, 


Ga., from John Parker. Ernest Scar- 


| borough will manage the store. 


s A branch store of George T. Brod- 
nax, Inc., of Memphis, Tenn., was 


opened recently in the Green Hills 


Shopping Center. It is the firm’s first 
such store. John L. Dermady is man- 
ager. 

# Horace Stephenson, jewelry store 
owner of Valdosta, Ga., has opened a 
branch unit in Castle Park. James 
Collyer will be store manager. 

# The Louisiana Horological Associa- 
tion will hold its annual convention 
June 14-15 in Shreveport. Board of 
directors met Mar. 24 to complete the 


_ convention program, which includes 


talks by Gene Dorrah of Bulova 
Watch Co. and Jack Barker, represen- 


_ tative for the Watchmakers of Switz- 
_erland. Douglas Givens, group presi- 
| dent, will officiate at the convention. 

_@ The Baltimore Jewelers Association 
_ elected new officers at their 30th an- 


nual dinner meeting Mar. 5 at the 
Sheraton-Belvedere Hotel. They are: 
Jules E. Morstein, president; Richard 
H. Erlanger, first vice-president; An- 
ton W. Fetting, second vice-president; 
Jerry Weingroff, treasurer; William 


|G. Ewald, secretary, and Esther Ste- 
vens Stumpner, assistant secretary. 


New directors are: William A. Boss, 
Henry Brown, Marvin J. Greenberg, 
Samuel Lakein, Gideon N. Stieff, Jr., 
Kennard Strauss, Alfred Sundheim 
and Robert B. Swerdlin. 

s Jack Fetting of A. H. Fetting Co. 
in Baltimore has been appointed com- 
mittee leader of the jewelry division 
for the 1958 Cancer Crusade. Crusade 
goal is $165,000. 

= Milton H. Schlosser, a Washington 
jeweler since 1931, has been named 
chairman of the 1958-59 campaign 
committee of the Washington Conven- 
tion and Visitors Bureau. Committee, 
a part of the Greater National Capital 
Committee of the Washington Board 
of Trade, is the only agency in the 
district which promotes convention- 
visitor business. Schlosser owns a 
branch store in White Sulphur 
Springs, W. Va. 

= F. D. Merkel was elected president 
of the Louisville Guild of the Ken- 


SOUTH 


tucky Watchmakers Association at the 
group’s monthly meeting in March. 
Other officers: Eldon Simms, vice- 
president; Bill Carrico, secretary, and 
W. D. Clater, treasurer. 

= Robert Doubet, manager of Doubet 
Gifts at Carl A. Doubet in Baltimore, 
recently finished an American Gem 
Society course in diamond appraising. 
Completion of the course is a neces- 
sary prerequisite to attainment of the 
Society titles Registered Jeweler and 
Gemologist. Doubet must now pass a 
barrage of examinations. He is al- 
ready an associate member of AGS. 

= Besse Jewelers has opened in the 
Morgan City Shopping Center near 
Morgan City, La. Owners are Mr. and 
Mrs. Besse. Store manager is Ray 
Barbier. 

= Marie Bertoli, assistant buyer of 
china for Hutzler Bros. in Baltimore, 
has been appointed sales supervisor 
of china, gifts and silverware at the 
firm’s Westview branch store. 

es Watchmakers and jewelers from 
all over Virginia met last month at 
the Patrick Henry Hotel in Roanoke 
for the annual convention of the Vir- 
ginia Watchmakers Association. 
Sponsors were the Southwestern Vir- 
ginia Watchmakers Guild, the Shen- 
andoah Valley Guild and the Roanoke 
Valley Guild. Activities included a 
buffet dinner, dance, general business 
session and a formal banquet. Speak- 
ers included J. L. Everidge of Bristol, 
Max Wolfson of Homestead, Pa., 
Granville Webb of Elgin, Ill, and 
Frank Reynolds of Roanoke. 

= The new Friedman’s Jewelry at 
Daniel Village in Augusta, Ga., is 
the fourth to be opened there and the 
sixth in the Central Savannah River 
area. Fulton Boyles is manager of 
the newest enterprise. A. A. Fried- 
man is head of the store chain. 

s T. C. McVea, manager of Gordon’s 
Jewelry in Five Points West Shop- 
ping City in Birmingham, Ala., has 
been elected president of the Five 
Points West Merchants Association. 
= Associated Sales, Inc., in Char- 
lotte, N. C., has obtained a charter to 
deal in jewelry and home appliances. 
= Management of Nat Koslow, Inc., 
(Miami Beach, Palm Beach, New 
York) has been assumed by Alfred 
and Marvin Koslow, sons of the late 
Nat Koslow, who founded the firm 46 
years ago. The new managers will be 
assisted by Sonny Barkas. Koslow’s 
salon at Miami Beach’s Fontainbleau 
Hotel will remain open throughout 
the summer; the Palm Beach salon 
closed as usual on Apr. 15. 

= The Winston-Salem Watchmakers 
Guild heard jeweler-watchmaker D. 
G. Underwood speak at a recent meet- 
ing. Caldwell Day is Guild president. 
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ws The man whose name has been sy- 
nonymous with fine jewelry for 50 
years in Texarkana, Ark.-Tex., is go- 
ing into semi-retirement. Leon L. 
Arnold, manager of Kay’s Jewelers 
branch store in Texarkana, feels that 
a half-century full time is enough 
work for one lifetime, but “want all 
of my friends to know that I will 
be available if they need me.” 

w Harry Farragh, owner of Farragh 
Jewelry in Mt. Pleasant, Tex., has 
purchased the Texas Theatre Build- 
ing there. He plans remodeling before 
moving into the new premises. 

= The name of Cruse Jewelry at 112 
N. Sixth St. in Waco, Tex., has been 
changed to Caldwell Jewelers and 
Watch Repair. 

= New officers were installed by the 
Permian Basin Guild No. 12 of the 
Texas Watchmakers Association at 
group’s February meeting in Big 
Spring, Tex. They are: Ray Morris, 
president; R. E. Gutter, vice-presi- 
dent; J. C. Whisenant, secretary; 
Vernon Shock, treasurer; and R. A. 
Weinkauf, reporter. 

ws Moore - Degrazier Co., wholesale 
jewelry supply firm in Dallas, Tex., is 
observing its 50th anniversary of 
service this year. R. C. Humphrey- 
ville is president. 

s Bowling Watch Repair Shop in Dal- 
las, Tex., moved recently to 902 W. 
Jefferson St. Arvil Bowling is owner. 
=» Ted Ray has been named repre- 
sentative for Texoma Wholesale Jew- 
elers in Dallas, Tex. He will operate 
in the territory formerly covered by 
the late J. L. “Coley” Coleman. 

s Joe M. Higginbotham III of Hig- 
ginbotham Jewelry Co. in Dallas, Tex., 
was named first-prize winner in the 
just-ended membership contest run by 
Tola Tumbleweeds, southwest jewelry 
traveling men’s association. He signed 
up six new members. Phil Zaglin of 
Phil Zaglin Sales brought in four 
new Tolas for second prize honors. 
Higginbotham won a portable hi-fi 
set. 

a Downing’s Jewelry and Gift Shop 
was opened recently in Collinsville, 
Okla., by Mr. and Mrs. Robert M. 
Downing. The new jewelers were 
former theatre businesspeople in the 
town. 

= Don Henderson at 511 N. Highland 
Ave. in Ada, Okla., has been named 
regional distributor for horological 
ultrasonic cleaning machines manu- 
factured by McKenna Laboratories. 
= Zale Jewelry Co’s. Tulsa, Okla., 
store recently had its second floor 
face-lifted, to harmonize with the ex- 
tensive remodeling done on _ the 
ground floors several months ago. 
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= Garvin B. Tuley has been installed 
as new president of the Dallas Watch- 
makers Guild. Other officers-elect are: 
James E. Hillof, vice-president; Joe 
DeLeom, secretary; and Bob Ray- 
mond, executive secretary-treasurer. 
Immediate past president is J. B. Con- 
over. 

ws Moore-DeGrazier Co., well-known 
Dallas wholesale jewelry firm, cele- 
brated its 50th anniversary in busi- 
ness on Mar. 1. 

ws George F. Klepien, Texas salesman 
for Dallas’ C. & C. Marshall Co., has 
added Stonewall Co. diamonds and 
Boral Watch Co. chronometers and 
watches to his line. 

ws Shaya Jewelers in Santa Fe, N. 
Mex., moved into its new building 
there on Mar. 1. 

s Tower Jewelers have moved to new 
and larger quarters at 1725 South 
Staples St. in Corpus Christi, Tex. 
es Frank Levit, senior partner in 
Levit Jewelers of Houston, has been 
reelected a director of the Diamond 
Council of America. 

ws Hamilton Watch Co. has estab- 
lished a “Hamilton Award” at Okla- 
homa A. & M. College in Stillwater, 
Okla., to “increase the interest of en- 
gineering students in the social sci- 
ences.” 

s Mulholland’s Jewelry has opened in 
the new Lamar Plaza Shopping Cen- 
ter, recently completed at 1800 S. 
Lamar Boulevard in Austin, Tex. It 
is owned and managed by Cecil E. 
Mulholland. 

« Zale Jewelry Co. has announced a 
25 cent quarterly dividend to be paid 
on Apr. 10 to stockholders. 

= The Houston Gem and Mineral So- 
ciety held its second annual gem show 
Apr. 12-13 at the Garden Center. Dis- 
plays included rough and polished 
stones, precious and semi-precious 
jewelry, carvings and minerals. Group 
has 80 members. 

= Tower Jewelers has moved from 
1651 S. Alameda to the new Center 
Six at 1725 S. Staples in Corpus 
Christi, Tex. Mr. and Mrs. John Hull 
are owners. 

» Plans to organize an independent 
jewelers association were laid by 
some 22 San Antonio jewelers last 
month. Leonard Friedson of Shaw’s 
Jewelry, spokesman for the group, 
said fiscal, advertising and organiza- 
tional committees had already been 
named. Raul Gomez of Hertzberg 
Jewelry Co. is temporary chairman of 
the group. 

s David Strasmick of Strasmick’s 
Jewelers in Ardmore, Okla., is serving 
as chairman of the retail merchants 
division of the town’s Chamber of 
Commerce, 
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# San Francisco’s flying watchmaker, 
Peter Gluckmann, is attempting his 
most ambitious flying vacation to 
date. This time he will try to fly non- 
stop from London directly to New 
York. He has made many flying trips 
to Europe for vacations and to Lon- 
don to visit his parents. Mr. Gluck- 
mann left San Carlos Airport on Mar. 
15, flying his single engine Beech- 
craft Bonanza on a tour that will 
take him to Mexico and Central and 
South America. From Recife, Brazil, 
he will fly nearly 2000 miles across 
the South Atlantic to Africa, and 
then on to Spain. On his return, he 
will attempt the non-stop London to 
New York flight. He expects to add 
22,000 miles of travel to his flight log. 
= Budd Rosenberg, who recently re- 
tired from Gensler-Lee, California 
chain of diamond stores, after 37 
years as vice-president and advertis- 
ing director, has opened an office as 
an advertising consultant in San 
Francisco. 

= Van Wormer & Rodrigues, Inc., 
manufacturing jewelers at 126 Post 
St. in San Francisco, announces the 
appointment of Lewis Massey Jr., to 
its inside sales staff. Massey held a 
similar position for the past ten years 
with E. W. Reynolds’ San Francisco 
division. 

es The San Francisco Watchmakers 
Guild held its regular monthly meet- 
ing Mar. 24 at the home of Mervyn 
Figenbaum, 438 Tenth Ave., San 
Francisco. 

es L. A. Giacobbi & Co., diamond im- 
porters in San Francisco, has added 
Richard W. Kaye to its staff. Kaye 
has been operating his own diamond 
importing business in the Jewelers 
Building for the past four years. 
Previously he was manager of E. W. 
Reynolds Co.’s diamond department in 
the San Francisco division for five 
years, and was also with Granat 
Bros. for two years. 

= Owen Murray and Mervyn Appel, 
jewelry buyers and appraisers, have 
moved to a new office in Room 302, 
209 Post St., San Francisco. 

= Bernard A. MacDwyer, who re- 
cently became associated with Joseph 
Mordasini & Sons, diamond importers 
in San Francisco, now heads the 
firm’s new brokerage department. He 
has had 25 years’ experience in the 
buying and selling of diamonds. The 
new department will purchase 
estates, jewelry stocks, and will con- 
duct appraisals. 

= Norman B. Moffatt, owner of Mof- 
fatt, Jewelers stores in Van Nuys, 
Canoga Park, and Reseda, Cal., was 
recently named to the board of plan- 
ning commissioners by Mayor Morris 
Poulson of Los Angeles. 


= Jenson & Davenport has moved 
from 299 S. W. Alder St. to the Gate- 
way Shopping Center in Portland, 
Ore. Lee Davenport owns and oper- 
ates the 16-year-old firm. 

= Gene E. Matsies has moved his 
wholesale-retail jewelry operations 
from the Swetland Building to 749 
S. W. Broadway in Portland, Ore. The 
Swetland Building was Matsies’ home 
for 48 years. 

= B. J. Burnette of Seattle is new 
president of the Washington Retail 
Jewelers Association. Other new of- 
ficers are: Earl Dunagan of Yakima, 
first vice-president; Richard Weisfield 
of Seattle, second vice-president; Emil 
Behrman of Kennewick, treasurer; 
Herb Bridge of Seattle, secretary, and 
David M. Lombardo of Seattle, execu- 
tive secretary. Trustees are: Phil 
Friedman, Sidney Thal, Bud Orsie, 
Ollie Cohen, Ben Salewsky, Jorgen 
Nelson, Jerry Cundiff, Jr., Fritz 
Mierow, Neil Scott, William Wiita- 
maki, Frank Kolez and James 
Weese. 

es Weisfield’s in Portland, Ore., has 
contracted for space for the 29th store 
in a chain extending the length of the 
West Coast. Leo Weisfield is chain 
president. 

s John Tobin of Oregon City was re- 
elected president of the Oregon Retail 
Jewelers Association, which met in 
Portland, Ore., for a joint convention 
session with the Washington RJA in 
February. Other officers: Martin Zell 
of Portland, first vice-president; Allan 
Stevens of Salem, second vice-presi- 
dent, and Frank Breall of Portland, 
secretary-treasurer. Featured speak- 
ers at the affair were Arnold A. 
Schiffman, president of the Retail 
Jewelers of America, Inc., and P. Ir- 
ving Grinberg, executive secretary of 
the Jewelers Vigilance Committee. 

es H. C. Barnard of Hollander’s 
Jewelry in Eureka, Cal., has been 
awarded the title Registered Jeweler 
by the American Gem Society. 

= Westwood Village Jewelers, owned 
by Bruce Boisselle, has moved from 
Kinross Ave. to 1136 Westwood Blvd. 
in Westwood Village, Cal. 

= Charlie Snow of Snow’s Watch & 
Clock Laboratory in Long Beach, Cal., 
was chairman for the Long Beach 
Chamber of Commerce Breakfast 
Club’s weekly breakfast Mar. 12 at 
the Wilton Hotel. Theme of the pro- 
gram was “Watch Inspection Time.” 
Norman Luth and Robert B. West- 
over spoke; a film, “Fashions in 
Time,” showed the latest trends in 
watch styling and designs. Over 100 
people were present at the breakfast. 
s Philip W. Roth of Swirsky & Ehr- 
lich in Los Angeles is 1958 chairman 
of the jewelry division of the United 
Jewish Welfare Fund. 
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Executive Appointments 








Donald W. Leach 


Donald W. Leach has been elected 
executive vice-president of Wal- 
lace Silversmiths in Wallingford, 
Conn. He has been vice-president 
in charge of sales since 1946, has 
been with Wallace since 1925. 


J. H. Asthalter has been elected 
‘vice-president for marketing of 
Wallace Silversmiths. He joined 
the company Jan. 1, 1958, was for- 
merly general merchandising man- 
ager of Sheaffer Pen Co. 


E. P. Dolliver has been named 
vice-president of Canadian Sub- 
sidiaries for Wallace Silversmiths. 
He is president of Wallace Silver- 
smiths (Canada) Ltd. in Toronto. 


George J. Daly, Jr., has been 
elected executive vice-president 
and treasurer of Elgin Nationa! 
Watch Co. He joined Elgin in 
1954, became vice-president and 
treasurer in 1955. 


Stephen J. Clark and John W. 
Field have been elected to the 
board of directors of Interna- 
tional Silver Co. in Meriden, Conn. 
Clark founded Eyelet Specialty 
Co. in 1929. The firm, maker of 
cosmetic cases and other eyelet 
machine products, was purchased 
by International in January, and 
Clark became manager of the Eye- 
let Specialty division. Field is 
president of Warner Bros. Co. in 
Bridgeport, Conn., maker of foun- 
dation garments and paper boxes. 
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J. H. Asthalter 


E. P. Dolliver 


Wilbur R. Cureton was elected 
president of Newall Mfg. Co., Chi- 
cago. Mr. Cureton, who has been 
an officer of the company for many 
years, said that present pclicy of 
the firm will remain unchanged. 


Ralph Antrosiglio has been named 
plant superintendent of Gemex 
Corp. in Union, N. J. 


Hy Holtzman has been appointed 
vice-president of A. Jaffe & Son, 
Inc., New York diamond import- 
ing firm and maker of diamond 
jewelry. Holtzman previously was 
general manager of the firm. 


O. E. Cumings, Jr., manager of 
the legal department of Oneida 
Silversmiths, was elected to the 
firm’s board of directors on Mar. 
27. In February he was admitted 
to practice before the U. S. Su- 
preme Court. 





O. E. Cumings, Jr. 
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Polishing and lacquer- 


ing problems get special 






attention at Micro Plating. 
Our special department, 
devoted to these opera- 
tions, has solved many 
unique problems in the 
past. 

You can use our exper- 
ience in this area to make 
your plating better, faster, 


and more economical. 


Cur representative will 
be glad to stop in, discuss & 
your product, and give 


you an accurate estimate. 


MICRO PLATING 


CORP. 


43 West 13th Street 
New York 11,N.Y. © AL 5-1850 














Coming Events 
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3-4—Arkansas RJA annual conven- 
tion, Arlington Hotel, Hot Springs. 

4-6—Florida RJA annual conven- 
tion, Sans Souci Hotel, Miami. 

4-7—Miami Beach Gift, Jewelry 
and Housewares Show, Biscayne Ter- 
race Hotel, Miami, Fla. 

3-12—-United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

7-17—Second U. S. World Trade 
Fair, Coliseum, New York. 

17-18—Tennessee Horological So- 
ciety annual convention, Mountain 
View Hotel, Gatlinburg. 

18-20—Florida Gift, Jewelry and 
Novelty Market, Miami Beach Audi- 
torium. 

18-23—-New York Stationery Show, 
Hotel New Yorker. 

30-June 2—Watch Material Dis- 
tributors Association of America an- 


nual convention, Deauville Hotel, 
Miami Beach, Fla. 
i co | A 


4-6—-National Wholesale Jewelers 
Association annual convention, Shel- 
bourne Hotel, Atlantic City. 

7-8—Texas Watchmakers Associa- 
tion annual convention, Shamrock- 
Hilton Hotel, Houston. 

7-8—New York State Watchmak- 
ers Association convention, Seneca 
Hotel, Rochester. 

10-11—-Educational Jewelry Manu- 
facturers’ Association annual meet- 
ing, New York Athletic Club, New 
York. 

16-27—International Home Fur- 
nishings Market, Merchandise Mart, 
Chicago. 

22-23—-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

29-30—-_New Hampshire RJA an- 
nual convention, Wentworth-by-the- 
Sea, Portsmouth, N. H. 
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6-11—New York Lamp Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

6-11—New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing. 

7-11— National Housewares Ex- 
hibit, Atlantic City, Auditorium, N. J. 

7-11 — International China, Glass 
and Tableware Show, Chelsea Hotel, 
Atlantic City, N. J. 

13-14— Mississippi RJA annual con- 
vention, Buena Vista Hotel, Biloxi. 

13-18—National China, Glass and 
Tableware Show, Hotel New Yorker, 
New York. 

20-21—-Southern Jewelry Travelers 
Association meeting, Henry Grady 
Hotel, Atlanta, Ga. 

20-23—-Washington Gift Show, Ho- 
tel Willard. 

20-23—Southeastern China, Glass 
and Gift Show, Municipal Auditorium 


and Atlanta Biltmore Hotel, Atlanta, 
Ga. 

20-23 — Annual Southern Jewelry 
Show, Atlanta. 

20-25—Western Furniture, Lamp 
and Accessories Show, Exhibit Hall, 
San Francisco. 

27-30—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

27-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 
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3-6—China, Glass, Gift, Jewelry, 
Toy and Stationery Show, Civic Audi- 
torium, Sheraton Palace, St. Francis 
Hotel, Western Merchandise Mart, 
San Francisco. 

3-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

3-15 — Merchandise Mart China, 
Glass and Gift Market, Chicago. 

10-13—Portland Gift Show, Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 

10-14—-Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

17-20—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Seattle, Wash. 

24-26—Pennsylvania RJA annual 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 

24-26—-Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 

24-27—Minneapolis Gift Show, 
Radisson Hotel. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

24-29—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

29-31—United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 2—Ohio and West Vir- 
ginia RJA joint annual convention 
and jewelry show, Netherland Hilton 
Hotel, Cincinnati. 

31-Sept. 3—California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4— Detroit Gift Show 
(Fall), Hotels Statler and Sheraton- 
Cadillac. 

31-Sept. 4—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 
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1-5—Boston Gift Show, Hotel Stat- 
ler. 

6-10—Detroit Jewelry Show, Hotel 
Statler. 

13-14—Missouri 
vention, Governor 
City. 


RJA annual con- 
Hotel, Jefferson 
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Obituaries 





Isadore Colmes, jewelry auction- 
eer of Springfield, Mass., died 
Feb. 9. 


Robert McLaren, long-time asso- 
ciate of Herbert W. Strenger Co., 
jewelers in Boston’s Washington 
Building, died Apr. 6 in Arlington, 
Mass. 


Albert P. Marcello, 49, vice-presi- 
dent of Imperial Pearl Co. in 
Providence, R. I., and vice-presi- 
dent of the Manufacturing Jewel- 
ers and Silversmiths of America, 
Inc., died Apr. 6. He had been a 
director of the United Jewelry 
Show in Providence for the past 
three years. 


Shepley L. Gray, 46, president of 
Sun Optical Co. in Providence, 
R. I., died Mar. 20. 


Victor J. Johnson, Sr., 64, em- 
ployee of Metals & Controls Corp. 
in Attleboro for more than 30 
years, died Mar. 26. 


Frederick W. Jensen, 93, retired 
watch executive who founded and 
operated the New York firm of 
Fred W. Jensen & Son for more 
than 50 years, died Mar. 27. He 
was the son of a Danish watch- 
maker. A son survives. 


Louis Hartzberg, 69, owner of 
J. & L. Hartzberg, manufacturer 
of platinum diamond jewelry and 
diamond importer in New York, 
died Mar. 24. He was a member 
of the 24 Karat Club of New York. 


Charles W. Walker, 74, a sales 
correspondent for ring manufac- 
turer J. R. Wood & Sons in New 
York for 54 years before his re- 
tirement in 1953, died Mar. 28. 
His wife and two sons survive. 


Joseph M. Wildman, 76, founder 
of J. M. Wildman Co. in Rochester, 
N. Y., in 1917, died Mar. 31. He 
was retired. 


Max Adler, president of Hampden 
Watch Co. in Chicago, died Mar. 
24. 
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Nat Koslow, 60, nationally-known 
platinum jewelry manufacturer in 
New York, died in March. He 
headed the firm bearing his name 
at 42 W. 48th St. His wife and 
two sons survive. 


Frederick Lux, 64, president of 
Lux Clock Manufacturing Co. in 
Waterbury, Conn., died Mar. 27. 
He was a past president of the 
Clock and Watch Manufacturers 
Association of America, was a di- 
rector of the Manufacturers Asso- 
ciation of Connecticut. His wife, 
two sons and a daughter survive. 


Herbert Buchsbaum, 59, former 
chairman of the board of S. Buchs- 
baum & Co., Chicago jewelry man- 
ufacturing firm, died Apr. 2. 


Dewey D. Creacy, 43, Oklahoma 
City watchmaker and secretary 
of the Oklahoma City Watchmak- 
ers’ Guild, died Feb. 25. A brother 
and two sisters survive. 


Max Weisbuch, 77, a jeweler in 
Rochester, N. Y., for 55 years, 
died Mar. 8. He was well known 
for his collections of antique 
jewelry, coins and stamps. 


Charles A. Wolfer, long-time em- 
ployee of Schless Harwood Co. in 
New York, died Mar. 12. 


S. Kurtz Zook, 89, president and 
treasurer of Zook’s Jewelers, Inc., 
in Lancaster, Pa., died Feb. 26. 
The Lancaster business and civic 
leader had been in the jewelry 
trade for 70 years, was recognized 
as a precious gems expert. His 
wife survives. 





Expenses for More Education 
Are Tax-Deductible, IRS Says 


Business and professional men 
who take advanced courses can 
now deduct all their expenses, in- 
cluding lodging, travel, and meals 
for courses taken away from home. 

Also deductible under new In- 
ternal Revenue Service rulings are 
courses required by an employer 
as a condition for keeping a salary 
or job status and those which 
keep a taxpayer’s skills on a par 
with those of colleagues or com- 
petitors. 
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THIS CAN BE DONE 
IN YOUR STORE 









ts 


$175,000, in 1 MO. in N. J. 
$50,000, in 2 WKS. in IND. 
$33,000, in 6 DAYS in PA. 


Whether it's a large or small store liquidation, 
Brill & Colmes gets results from a retail pro- 
motion, auction sale, or a combination of 
both. That means thousands of dollars more 
than you can get from the best stock offer 
as was shown in the above three sales. 
If you want to raise cash quickly, sell surplus 
stock or sell your store for cash, see BRILL & 
COLMES first and profit. 
NO OBLIGATION ¢ NO EXPENSE 
WRITE © WIRE © PHONE COLLECT 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th S#., N. Y. 36 JU 6-2334 
Members Jewelers Board of Trade 








ON: 








News of Personnel 





Irwin V. Bertuch, display consul- 
tant, has joined Jewelry Display Co. 
of America as national sales man- 
ager. He is an expert in creative de- 
sign and display and may be ad- 
dressed at 580 Fifth Ave., New York. 


John Cumba, watchmaker of Dallas, 
was recently added to the sales force 
of Swartchild & Co. His territory in- 


_ cludes Dallas and surrounding cities. 


August J. Peano, formerly with 
J. W. Johnson, Inc., has joined the 
Michael C. Fina Co., New York. He 
has been assigned to the 10 Maiden 
Lane branch. Besides silverware, 
Peano will represent the Fina line of 
china, glassware, trophies and plaques. 


Nicholas Colamaio, Bernard Levy 
and Jerry Mettler have been appointed 
representatives for E. F. Page Co., 
562 Fifth Ave., New York, new ex- 
clusive Van Dell agency for the great- 
er metropolitan New York area. The 
Van Dell jewelry lines are sold only 
to retail jewelers. Colamaio will cover 
the northern New Jersey area; Levy 
will cover Long Island, Brooklyn, 
Queens and southern Connecticut; 
Mettler will cover Manhattan, Bronx 
and Staten Island. 








in complete confidence. 





WATCH SALESMAN 


Extraordinary Opportunity 
for a Salesman Capable 


of Earning 
$15,000 to $25,000 a Year 


We're looking for the just-right man to represent us in a 
choice territory—Ohio, Indiana, Southern Michigan. 

. . » The man we seek should be experienced, reputable 
and preferably have a following among the retail jewelers 
in this territory. We are looking for a top-drawer sales- 
man—and are prepared to pay him exceptionally welll 
. . . Give full particulars in your letter. All correspondence 


FAVRE-LEUBA Watch & Chronometer Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 
Plaza 3-5451 
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Two new appointments are an- 
nounced by Elgin National Watch Co., 
Elgin, Ill. William E. Koch, who has 
been with Elgin for 20 years, becomes 
manager of customer service. He be- 
gan in manufacturing, then trans- 
ferred to sales. Charles W. Pfaff has 
been named manager of production 
control. For the past two years he has 
been a member of Elgin’s finance staff 
as manager of budgets and proce- 
dures. 





S. Carlson 


W. E. Koch 


Still Carlson has been appointed 
sales-service coordinator for Jacoby- 
Bender, Inc., in the Southern Califor- 
nia territory. He will be in charge of 
coordinating the sales promotion and 
merchandising activities of the whole- 
saler with the retail and with the J-B 
factory at Woodside, N. Y. 


Arthur St. Andre, formerly with 
D. C. Percival & Co., Inc., is now 
covering the New England territory 
for Haselton & Co., Inc., Boston. 


Wilfred Bronstein has been made a 
salesman for American Thermo-Ware 
Co., 12 Warren St., New York. The 
company manufactures microscopes, 
telescopes and other optical instru- 
ments. Bronstein will cover the Chi- 
cago area and the mid-western states. 
He can be contacted at 321 Beverly 
Rd., Wilmette, Il., a suburb of Chi- 
cago. 


John Straub and Owen Duke have 
been named sales representatives for 
Barnett Davis, Inc., diamond im- 
porters and makers of diamond rings 
with headquarters in Pittsburgh. 
Straub will cover Ohio, Illinois and 
southern Minnesota. Duke will cover 
Montana, the Dakotas and northern 
Minnesota. 


Three new sales agents have been 
appointed by the Clement Co., North- 
ampton, Mass., subsidiary of the 
Northampton Cutlery Co. 

Jerome Frankel will cover New 
York City and vicinity; O. Joseph 
Morris will cover the six New England 
states; and Miss Dixie Rett, table- 
fashions designer, will cover the state 
of Florida. 
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N CWS of Products and Promotions 





1881 Rogers Announces 
May-June Anniversary Sale 





Oneida’s 1881 Rogers division will 
offer 52-piece services for eight in 
three patterns during its May-June 
anniversary sale. 

Sets are available in the Lilac Time 
(pictured), Proposal and Enchant- 
ment patterns, at a price drop from 
$69.95 to only $49.95. Each service in- 
cludes a free-to-customers blond or 
mahogany chest. 

Dealers get a $5 promotional allow- 
ance on each set. Orders for 12 sets 
or more will be prepaid; dealers can 
use a 6-Pay Plan with these orders. 
Free newspaper ad mats and special 
price cards are available. 

Contact 1881 Rogers 


N. Y. 


Dennison Manufacturing Makes 
Spring-Hinge Plastic Ring Box 


Ra Soke 
Fe ee 4 pes 





This ring box by Dennison Manu- 
facturing Co. comes in blue, peach 
and white. 

Features are a molded plastic 
cover, spring-hinged cover, gold leaf 
print. 

Contact Dennison 
Co., Marlboro, Mass. 


Manufacturing 
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division, 
Oneida Ltd. Silversmiths, Oneida, 





RCA Unveils Portable 
Hi-Fi Victrola Phonograph 


RCA Victor is marketing a port- 
able four-speed high fidelity phono- 
graph model Mark XV for $99.95. 

Set has two speakers, calibrated 
bass and treble controls, calibrated 
loudness control and frequency re- 
sponse from 80 to 20,000 cycles. 
Simulated leather cases come in 
brown and beige. 

Contact RCA Victor Radio and 
“Victrola” division, Radio Corp. of 
America, 30 Rockefeller Plaza, New 
York 20. 


Kirk's Signet Pattern Features 
Optional Engraved Monograms 





. a am ? 
Kirk Sterling is using national mag- 
azine advertising and a very pretty 
lady (above, ready to spear crépe su- 
zette) to promote its new individually 


monogrammed “Signet” pattern. Ad 
schedule began Apr. 26. 


A Monogram Selector book device 
allows customers to see exactly how 
any combination of initials would look 
on the sterling, but avoids loading 
dealers down with gargantuan inven- 
tories. Here’s how it works: The Se- 
lector counter book shows photographs 
of forks with a full alphabet of center 
initials. By placing acetate overlays 
of the left and right initials on the 
appropriate center initial photo, cus- 
tomer can see just how monogram will 
look. Once orders are placed, Kirk 
hand-engraves the monogram. 

“Signet” may be purchased plain, 
monogrammed later. Ad theme for 
the campaign is “Signet—Individually 
Yours.” Dealer aids are available. 

Contact Samuel Kirk & Son, E. 25th 
St. and Kirk Ave., Baltimore, Md. 


Anson Has Display Units For 
Masonic Tie Clips, Cuff Links 





A tie clip in the shape of a Masonic 
trowel for men in the order, and “Il- 
lusionaire” cuff links designed to 
“float” on one’s cuff, were the spark- 
ing forces for these new Anson dis- 
plays. 

Blade of each Masonic trowel has 
a blue lodge emblem; handle is brown 
enamel. Each unit, which consists 
of 12 $3.50 clips (6 gold plate, 6 
rhodium finish) retails for $42. Dis- 
play shown, plus newspaper mat ads, 
are free. 

The easel back “Illusionaire” unit 
is also free with purchase of 12 $3.50 
cuff link sets. 

Contact Anson, Inc., 
| ae 


Providence, 


L & R Offers Dealer Aids 
To Explain Ultrasonic Cleaner 








A series of newspaper advertising 
mats, designed to educate local! publics 
on the advantages of ultrasonic clean- 
ing, is available from L & R Manu- 
facturing Co. 

Mats are available in choice of 
1 column x 6% in. or 2 columns x 6% 
in. A window decal is available to es- 
tablish your store as L & R headquar- 
ters. Both decal and ad mats are free. 

Contact L & R Manufacturing Co., 
577 Elm St., Arlington, N. J. 
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Seth Thomas’ Solarion Clock 
Finds Place in the Sun 





A clock whose top looks like the 
golfer’s answer to a bad putting game 
may well help Seth break economic 
par in the stiff recession competition. 

No less a retail business barometer 
than Macy’s in New York took most of 
a March New York Times page and 
display windows in three stores to 
hail Seth Thomas’ revolutionary sun- 
powered “Solarion” clock. “Solarion,” 
said the propitious Macy’s ad, “is the 
clock that is run by the same solar en- 
ergy principle that powers the radio 
in the Navy’s Vanguard I satellite.” 

Other New York stores picked up 
the idea. Now Seth Thomas is ex- 
tending the same timely tie-in promo- 
tion to stores around the nation, hopes 
the profit orbit that Solarion is in will 
outlast even Vanguard’s predicted 10- 
year celestial journey. 


Fiex-Let Offers Display For 
14 Karat Gold Miniatures Line 


the *xciting 





This unit is free from Flex-Let 
with purchase of six 14 Karat Gold 
“Miniatures” in three styles. 

Style choice includes plain cross, 
engraved cross and Star of David, 
each priced at $4.95 retail. 

Crosses are suspended from 15 in. 
chains, “exactly the right length that 
fashion decrees.” A promotion cam- 
paign in Vogue magazine boosts the 
new lines. 

Contact Flex-Let, 580 Fifth Ave., 
New York 36. 
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Reed & Barton Plans Fourth 
Sterling-for-Graduation Event 


Every senior high girl in the U. S. 
is eligible to enter Reed & Barton’s 
fourth annual “Sterling-For-Gradua- 
tion” contest, which is the theme of 
the above display unit. 

Contest runs through June 15, will 
award 1000 sterling silver prizes to 
girl grads who register their pattern 
choices at participating dealers’ 
stores. 

Prizes are won by a drawing of 
names, include a complete sterling 
service for 8, 25 starter sets, 100 des- 
sert servers and 874 lapel pins. Last 
year 20,000 girls entered the contest. 

Dealers get the free counter dis- 
play plus free listing in Seventeen 
magazine’s April issue. 

Contact Reed & Barton Silver- 
smiths, Taunton, Mass. 


Emerson Makes 17-in. TV 
Portable in Five Finishes 


A new 110-degree portable televi- 
sion set has been developed by Emer- 
son Radio, which they claim provides 
better reception in difficult and remote 
reception areas. 

Model 1492 has a full-power trans- 
former chassis, three video I. F. 
stages, an electronic noise converter, 
and a variable local-distant control 
which allows more accurate tuning in 
of faraway stations. 

Cabinet finishes are ivory, tan and 
black alligator vinyl, or two-tone gold- 
ivory and gold-ebony. Other features: 
up-front controls, four-sectional an- 
tenna that telescopes into the set 
when not in use. 

Contact Emerson Radio and Phono- 
graph Corp., Jersey City 2, N. J. 


Feature Ring Has Ad Mats for Tie-In with Life Promotion 





The sundry newspaper advertising 
mats (right, above) have been pre- 
pared by Feature Ring to help jewel- 
ers tie in with its national ad pro- 
gram in Life magazine. 

Other tie-in available to dealers is 
the ring display (left), based, like the 
mats, on the “Advertised in Life” 
theme. 


Sheaffer Designs New Pens 
As Fashion Purse Accessories 





“Lady Sheaffer” pens are being 
clothed in fashion-conscious fabrics 
from tweed through damask, to pro- 
vide women with a pen that can be 
worn as well as used. 

Introduction of the Lady Sheaffers, 
which price-range from $10 to $110, 
will be handled by leading women’s 
consumer magazines and by Sunday 
newspapers. 

Pens will be packaged upright, like 
perfumes, in 7 in. boxes. Each pack- 
age will contain the pen, a purse case 
and a reserve cartridge pouch. 

Basic colors are gold, silver, jet, 
white, periwinkle and carmine. Fabric 
patterns include tweed, corduroy, 
paisley, tulle, moire, brocade, spun 


texture, petit point, damask and 
Matelasse. 
Pens are filled by inserting a 


Skripsert cartridge into the barrel. 
Purse cases clip inside handbags. Ad- 
ditional cases and cartridge pouches 
are available for $1.95. 

Contact W. A. Sheaffer Pen Co., 
Fort Madison, Iowa. 





The portrait-frame display unit 
shows bridal sets, acceptance rings 
for men, ladies’ dinner rings, and 
matching bride and groom wedding 
rings. 

Both packages are available from 
Feature Ring wholesalers, or from 
Feature Ring Co., Inc., 130 W. 46th 
St., New York 36. 
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Wyler Watch Shares Spotlight 
On TV's "The Price Is Right" 


Ss, 








oa 


June Ferguson, pretty telemodel on 


NBC-TV’s “The Price Is Right,” 
shows off the Wyler Watch Co. “Su- 
perior” model advertised on the give- 
away program. 

Wyler watches are also hawked on 
Art Linkletter’s CBS-TV and radio 
offering, “House Party.” 


Wallace Launches Ad Campaign 
To Promote “My Love” Sterling 


Wallace began a national advertis- 
ing campaign in ladies’ magazines 
last month to introduce its newest 
sterling silver flatware pattern, “My 
Love.” 

Dealer displays and tie-in promo- 
tional material are still available. 
Contact Wallace Silversmiths, Wall- 
ingford, Conn. 


Ronson Introduces CFL Shaver 
With Writing Desk Display 





Ronson’s all-new CFL (closest, 
fastest, lightest shave of all”) elec- 
tric shaver is being promoted at the 
retail level by this gift-card writing 
desk display unit, which has ball- 
point pen and 100 gift cards and en- 
velopes. 

Included in the CFL introduction 
offer is an “8-for-7” deal, whereby 
dealers get one free shaver for each 
seven purchased. CFL retails for 
$28.50. 

Contact Ronson Corp., 31 Fulton 
St., Newark, N. J. 
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Traub Manufacturing Publishes 
New Orange Blossom Catalog 


The full Orange Blossom line of 
engagement, wedding and fancy right 
hand rings, including emblematic and 
special order jewelry, is price-listed 
in Traub Manufacturing’s new cata- 
log. 

Catalog has 60 pages; most are il- 
lustrated. 

Orange Blossom engagement rings 
were recently given away as prizes 
on the nationally-televised Ralph Ed- 
wards show “It Could Be You.” Rings 
given were worth $400 each. 

For catalog, contact Traub Manu- 
facturing Co., 1934 McGraw Ave., 
Detroit, Mich. 





Speidel Promotes Photo Idents 
For Spring-Summer Gift-Giving 


gps 





Speidel is introducing several new 
Photo Ident styles for men and ladies 
in time for Mother’s Day, Father’s 
Day, Graduation and other gift-giv- 
ing occasions. 

Men’s bands are now available with 
the inset styling feature, in two-tone 
black and yellow or white gold, or in 
yellow or white gold and garnet. 

For the ladies, newest design is the 
Jewel-Ident, a photo-ident styled with 
rhinestones, available in both Cataline 
and Crossfire bracelet patterns. 

Window display unit above ties in 
new styles with the Speidel-sponsored 
television show “The Price Is Right.” 

Contact Speidel distributors or 
Speidel Corp., 70 Ship St., Provi- 
dence, R. I. 


Swartchild Publishes 
New Findings Catalog 


Customers of Swartchild & Co., 
large Chicago supply house, have 
been mailed a bench-drawer size book 
devoted to the firm’s line of jewelers’ 
findings. 

Dealers who have not received 
copies may request them with cur- 
rent orders. 

Contact Swartchild & Co., Inc., 22 
W. Madison St., Chicago 2, III. 





Ronson Has Display 
For New Sport Lighters 


This unusual display unit 
was designed by Ronson to 
fit into that unused display 
area in most stores—the nar- 
row space between wall cabi- 
nets. 

The “Slim-jim” unit mea- 
sures only 2% in. wide, 
shows four Ronson Sport 
pocket lighters. Lighters 
rest on die-cut platforms, are 
held in place with elasticized 
cord. 

Lighters cost from $5.95 to 
$7.50, come in turquoise, tex- 
tured enamel, brown leather- 
ette, satin and mesh finishes 
and colors. 

Unit is free with purchase 
of four Sport lighters. Gift 
boxes are included. 

Contact Ronson Corp., 31 
Fulton St., Newark, N. J. Reena 





Mido Watch Publishes 
Color Technical Brochure 


A new 18-page full-color technical 
brochure describing the Mido Watch 
707P calibre Powerwind movement is 
available to jewelers. 

A pictorial series shows how to 
take apart and reassemble the mech- 
anism, including those with automatic 
calendars. Complete spare parts list 
is included. 

Contact Mido Watch Co. of Amer- 
ica, Inc., 580 Fifth Ave., New York 
36. 


Edwin Freed Offers 1958 
Father's Day Display Kit 

A 138-piece kit for window display 
help in promoting Father’s Day this 
June is available from Edwin Freed. 

Kit, restricted to jewelry stores, 
costs $4.75. It contains display cards, 
window streamers, pennants, window 
strips and lapel badges. 

Contact Edwin Freed, Inc., 150 W. 
46th St., New York. 
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Kreisler Contours Make Debut 
As Newest Leather Straps Line 


A buckle that fits the natural con- 
tour of the wearer’s wrist is the par- 
ticular feature of Kreisler’s new 
“Contour” line of men’s leather 
straps. 

Display shown is free with each 
initial strap order. Unit shows six 
bands in brown and black leather, has 
a stock reserve in back. 

Contact Jacques Kreisler Manufac- 
turing Corp., 9015 Bergenline Ave., 
North Bergen, N. J. 


Elgin National Publishes 
New Service Manual Edition 


Some 45,000 copies of Elgin Na- 
tional’s revised service manual have 
been published, for distribution 
among the nation’s watchmakers. 


Foster Metal Presents 
Two New Cuff Link Displays 


nitials 
rostex 


Unit on left shows Foster’s new 
men’s Initials Set, is available free 
with each 18-set order. 

All 18 initials are illustrated in 
their exact sculptured letter style. 
Unit is mahogany, with red and white 
velvet. 

The Men’s Travel Case at right, 
shown with the Foster Men’s Set of 
cuff links, can be offered at no cost 
to customers as a purchase incentive. 

Case is red-velvet lined, in black 
leatherette with replica gold-ham- 
méred nail design. 

Contact. Foster Metal Products, At- 
tleboro,: Mass. 
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Narda Ultrasonics Produces 
New Generators, Transducers 


The Narda Ultrasonics Corp. in 
Mineola, N. Y., is mass-producing a 
line of ultrasonic cleaners (see 
photo), metal-finishing and chemical 
process machines. 

The Series 600 line shown provides 
13 different combinations of Son- 
Blaster generator and _ transducer 


models. Units are in stainless steel, 
feature self-contained recirculating 
pumps, filters and temperature con- 
trols. Capacity ranges from one-half 
to one gallon with single or double 
tank compartments. 

Contact Narda Ultrasonics Corp., 
118-160 Herricks Rd., Mineola, Long 
Island, N. Y. 


Dennison Slants Ring Box 
For Effective Display Angle 


The ring pad in this double ring 
ease by Dennison Manufacturing Co. 
has been tilted forward some 30 de- 
grees to permit better visual display. 

Case is available in light blue, yel- 
low, peach and ivory with a gold leaf 
design on the cover. 


Contact Dennison Manufacturing 
Co., Marlboro, Mass. 


New Hermes Develops 
All-Metals Diamond Cutter 


A new diamond cutter is now avail- 
able for use on New Hermes engrav- 
ing machines. Designed for use on all 
metals, the heavier cutter contains a 
diamond 50 per cent larger than 
standard, has a sturdier 7/16 in. 
shank, 

Unit will be delivered with newly- 
constructed spindle housing, is inter- 
changeable with standard spindles. It 
adjusts for up and down movement. 

Cost per cutter is $25. Contact New 
Hermes Engraving Machine Corp., 
13-19 University Place, New York 3. 


Porthole Display by Westclox 
Holds 12 Waterproof Watches 


_—_— a 


A lighting and color-shading sys- 
tem gives this “porthole” display by 
Westclox a realistic underseas effect, 
although no water or fluids are used. 

Retail value of the 12 models shown 
is $147.50. Included are five Wrist 
Ben waterproofs, three Coquettes, 
two Judges, one 713 watch and one 
770 Westclox Automatic. Unit itself 
is free. 

Contact Westclox division, General 
Time Corp., La Salle, Ill. 


Minnesota Mining Has New 
Sasheen Ribbon Display Racks 


“Sasheen” brand ribbons and gift 
wrap papers will be displayed on five 
new rack floorstands for 1958. 

Designed to boost Christmas sales, 
the units are clad in red-brick chim- 
ney motifs, can be used as self-ser- 
vice stands placed back-to-back or 
side-to-side. 

Contact national “Sasheen” dis- 
tributors or Minnesota Mining and 
Manufacturing Co., Dept. S8-119, St. 
Paul, Minn. 


Bell & Howell Develops 
New Variable-Focus Lens 


A 16mm movie projector lens ad- 
justable to any focal length between 
1% in. and 2% in. is Bell & Howell’s 
new offering. 

The f/1.6 Filmovara lens adjusts 
focus by rotation of a fluted ring on 
the lens barrel. Rotation of the en- 
tire lens then permits fine focusing. 

Lens costs $79.95 by itself, or $38 
when purchased with a Bell & Howell 
16mm silent or sound projector. 

Contact Bell & Howell, 7100 Mc- 
Cormick Road, Chicago 45. 
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Jacoby-Bender Display Shows 
New "Link" Watch Bracelets 
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A white picture frame with gold 
decorations provides the setting for 


display of Jacoby-Bender’s new 
“Link” bracelets. 

Retail price of the four bands 
shown in the free unit is $4.50 each. 
Band colors are yellow and white and 
yellow. 

Contact Jacoby-Bender, Inc., Wood- 
side, New York. 


Linde Star Offers Ad Mats 
For Tie-In With National Plan 


Linde Star is offering six free ad- 
vertising mats to help local stores tie 
in with Linde’s national campaign. 

Linde is also making available a 
counter easel display. 

Ads measure 1 x 4, 1 x 5, 1 x 6, 
and 2 x 5 inches. 

Contact Linde Co. division of Union 
Carbide Corp., 535 Fifth Ave., New 
York 17. 


Eterna Watch Publishes 
New Display Catalog 





Illustrations of the entire line of 
Eternas Matic automatic and stem- 
wound watches, plus a short technical 
story on Eterna* Matic calibres, are 
shown in Eterna Watch Co.’s new 
general jewelers’ catalog. 

Catalog is in loose-leaf form, shows 
pictures of the Centenaire, Golden 
Heart models, plus all other models 
potential buyers might want to see. 

Contact Eterna Watch Co. of Amer- 
ica, Inc., 677 Fifth Ave., New York 
22. 
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Smith Metal Arts Has Catalog 
On Desk, Office Appointments 


Catalog and Price List No. 53, cov- 
ering desk and office appointments in 
bronze and other decorative metals, 
has been issued by Smith Metal Arts 
Co., Ine. 

Booklet contains descriptions, 
prices and order instructions for more 
than 80 items, including calendars, 
clocks, thermometers, barometers, 
lamps, smokers’ items and picture 
frames. Catalog is illustrated. All 
merchandise is in open stock. 

Newest additions to the Smith line 
are the Channeled Bronze pattern 
and the Tuscan Matte and Oxidized 
Silver finishes. 

Contact Smith Metal Arts Co., Inc., 
1721 Elmwood Ave., Buffalo 7, N. Y. 


Double Doll Display Promotes 
Keepsake's Wedding Ring Sets 
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Bride throwing the wedding bou- 
quet to the bridesmaid forms an ap- 
propriate setting for Keepsake’s 
matched wedding ring sets. The pink- 
interiored arch is illuminated by a 
concealed flashing light bulb. 

Other dealer aids available to boost 
ring sales: special stock control tray, 
newspaper mat ads, individual ring 
boxes, etiquette book, wedding ring 
folder and Bride’s Keepsake Book. 
Strong national advertising ties in 
with the local aids. 

Contact A. H. Pond Co., Syracuse, 
N. 3s 


International Nickel Has 
Booklet on Buying Rings 


Additional copies of the booklet 
“When It’s Time to Think About Buy- 
ing a Ring” are available from the 
Platinum Metals division of Interna- 
tional Nickel Co. 

The pocket-size booklet, made avail- 
able to jewelers recently, can be ob- 
tained for use in direct mail, over-the- 
counter distribution or in other ways. 

Key advice in the pamphlet is 
“choose a reputable jeweler and rely 
or his judgment.” It covers dia- 
monds, styles of settings, and types 
of precious metals used in ring 
mountings. 

Contact International Nickel Co., 
Inc., 67 Wall St., New York. 











Gruen Goes International 
in Ad Campaign for Guild 





Jewelers in Denmark, Norway, 
Sweden, Italy and the U. S. are ty- 
ing in with Gruen Watch Co.’s new 
protected profits plan by supporting 
the International Guild of Fine Jewel- 
ers. 

Only Guild members can stock and 
sell Gruen Guild watches, and only 
retail jewelers can become Guild 
members; this, Gruen hopes, “will 
help bring the watch business back 
where it belongs, with the retail 
jeweler, and with the protected profits 
he should have.” 


Gemex Gives Free Bands 
In Extended Bonus Offer 





Manny Spiro, left, of Gemex, and 


Louis Kantor, center, New York 
wholesale jeweler, explain the merits 
of Gemex’s free-watchbands offer to 
Jeweler Harry Bomus of New York. 

The bonus-band plan, which has 
been extended until May 16, gives 
jewelers: 

(1) A choice of four free men’s 
watchbands with any purchase of 12 
in the No. 1 series of 17 gold-filled 
models including the Ambassador. 

(2) A choice of two free bands 
with any purchase of seven in the 
No. 2 series of 21 stainless steel and 
gold-filled models. 

There is no limit on the number of 
bands that can be ordered. Jewelers 
may select any models they desire, 
both in the purchase order and in the 
bonus awards. 

Contact Gemex Corp., Union, N. J. 
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Figure 2. An exploded view of the Rolex “Perpetual.” 
Notice that all the parts of the self-winding mechanism 
are numbered in the 7000 series. The lower left inset 
shows the half screw A which will release the movement 
from its case. B indicates the three automatic device screws 
shown as 7002 above. 


Figure 1. The special Rolex vise-clamp which is recom- 
mended for removing the serrated case back. A is the 
pronged watch holder. C is the serrated cup which is 
brought down against the serrated case back. This is kept 
in tight conjunction with the case back by manipulation 
of the lower knob B. D allows the entire unit to be loosened 
by the gripping and anticlockwise action of the upper 
handle. 
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waterproof, 


self-winding watch 


How to use the “Eazy Oyster Opener” and test 
the water-tightness of these models 


® THE ROLEX WATERPROOF WATCH is housed in an espe- 
cially sturdy case. Because the case is closed with great 
pressure at the factory, great pressure is needed to open 
it. The best thing to use is a snug-fitting wrench that 
will match the serrated edge of the back of the case. 

Figure 1 shows “The Eazy Oyster Opener.” This is 
a form of vise. The watch is held in the prongs while 
the lower knob is turned downward. This brings the 
serrated cup C down upon the back of the case, fitting 
into the case back’s serrated edges. When the operator 
is sure that he has a really tight fit, he turns the upper- 
most knob D in an anti-clockwise direction to loosen the 
case back. Thus the watchmaker doesn’t have to press 
down on the wrench and try to turn it at the same time. 
The device comes in a handy box containing an assort- 
ment of pronged case vises and serrated cups to service 
all Rolex models. 

When the case has been opened, examine the inside 
for parts that may need replacement, such as the gaskets 
or screws. Referring to the exploded Figure 2, remove 















xe 








Servicing the Rolex 





by Henry B. Fried 
JC-K Horological Consultant 







the stem and crown. Next turn the case half-screws, A, 
shown in the lower left inset. Then remove the move- 
ment from the case, replacing the stem and crown but 
keeping out the dial and hands. Next remove the three 
rotor screws B. This will allow you to remove the entire 
rotor unit by inserting a screwdriver blade in the espe- 
cially prepared notches on the side of the winding plate. 

To remove the gib which holds the rotor to the wind- 
ing unit, refer to Figure 3. Here is shown a method of 
removing this gib (part 7016) by inserting a screw- 
driver between the blades of the gib and twisting slightly. 
A sharpened piece of pegwood performs the same task 
without scratching the work. When the gib has been 
removed, turn the unit upside down to release the rotor 
(oscillating weight). While the unit is downside up, 
remove the winding-up wheel (7012) as well as the rotor 
bolt-axle (7015). See Figure 4 for details of these op- 
erations and the following. 

Loosen and remove the two screws (7007) and remove 
the plate (sole) (7005) (also see Figure 6). Next re- 
move both reversing wheels (7018), but do not take these 
apart because this is not necessary for cleaning. Remove 
the top sections only. These are called the drivers and 
are shown in both Figure 2 and at the extreme right of 
Figure 5. Figure 5 indicates how this is done (but again 
do not take apart the wheels 7018). 


Cleaning 

Cleaning the regular movement is like cleaning a 
traditional movement. Of course, check all points of 
wear and all parts for cleanliness. 

After cleaning the regular movement and the self-wind- 
ing parts, the movement is assembled up to the self- 
winding unit. As for lubrication, Rolex recommends the 
following: Chronax “O” (pallet jewels and uncapped 
train-wheel pivots) ; Chronax “h” (for all jewels having 
“caps” or endstones) ; Moebus oil (mainspring and fric- 
tion points between steel on brass); Moebus grease 
(clutch wheel, detent, clutch lever and locking spring of 
setting bridge). 

To lubricate the self-winding mechanism use Chronax 
“O” on all pivoting points and friction surfaces. Also 
a small drop of this oil at the ends of the clicks and a 
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4 Figure 3 
Figure 4 4 


small drop against the wall of the countersink or recess 
of the reversing wheels (7018). 


Assembling 

Assemble both reversing wheels, 7018, and _ their 
drivers, 7017, to the plate-sole (7005, Figure 5). Fit 
the intermediate wheel (7021, Figures 1 and 4). Next 
screws on 
This will 
of the oil 


turn this upside down carefully and fasten the 
the self-winding mechanism (7000, Figure 2). 
not come apart in doing so as the capillarity 
will be sufficient to hold the parts together. 

Make certain that the three rotor screws, 7009, are 
tightly secured. Following this, assemble the rotor- 
weight onto the automatic bridge (7000, Figure 2). 
Make sure that the recess of the winding-up wheel, 7012, 
is facing upwards in order for it to receive the head of 
the rotor-bolt axle, 7015, as shown in Figure 4. 

Test each sub-assembly as it is put together for ease 
of operation, correctness of assembly. Check whether 
the clicks of the reversers, 7017, are operating. Replace 
the rotor-weight axle gib which will secure the weight to 
the axle. Check again for operation of the oscillating 
weight, winding in both directions, and make certain that 
all friction-bearing surfaces have been lubricated. 


Regulation 

The balance wheel is provided with two timing screws 
which have slotted heads. One half-turn of each screw 
should affect the timing by approximately 10 seconds 
over a period of 24 hours. Tightening = plus (+). 
Loosening or unscrewing = minus (—). 

The “Kif A” system protects the balance pivots. The 
“Duofix” system guards the escape-wheel pivots. The 
rotor weight has been designed with enough flexibility to 
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touch the inside of the case back while under shock. 
This saves the rotor axle and its bearing from strain. 
When the case back is properly screwed in for 100 per 
cent waterproofness, the space between the inside of the 
back and the top of the rotor weight should be such that 
a gentle shake of the watch produces an audible con- 
tact between these two parts. Test for this when closing 


the case. 


Testing for Waterproofness 

Since one of the prime features claimed by Rolex is 
that their watches are waterproof, it is desirable to make 
certain that the watch maintains this feature after re- 
pair or overhauling. Rolex has patented the waterproof 
testing device shown in Figures 6, 7 and 8. The main 
feature of this device is that, if operated correctly, water 
will not enter the watch even if the case is faulty while 
being tested. The device is mainly a glass cylinder 
almost filled with water. The watch is placed on a re- 
ceptacle attached to the sealing lid, and the lid is placed 
in position atop the cylinder, sealing the unit. How- 
ever, the floor of the water chamber has a hydraulic- 
system diaphragm. When the handle is moved towards 
the operator as shown in Figure 8, the diaphragm causes 
the removal of a certain amount of water from the cyl- 
inder. This creates a partial vacuum between the water 
level and the lid. The pressure of the air inside of the 
watch case is now greater than the pressure surrounding 
it in the glass cylinder. Should there be any leakage in 
the case at any points (crown, back or glass), the greater 
air pressure in the case will, of course, escape through 
these weak spots, and bubbles will locate the fault. When 
bubbles are observed escaping from any spot, the watch 
should be withdrawn. When all the bubbles disappear, 
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Figure 3. To remove the roto: 
weight from the automatic unit. 
remove the gib by wedging up- 
ward with a screwdriver as shown. 





Figure 4. 7009 indicates the three 
screws which fasten the rotor 
weight segment to the rotor. 7007, 
the “sole” or plate screws. 7005 is 
the “sole” or plate for the auto- 
matic train. 7018 is one of a pair 
of reversing wheels, shown in de- 
tail in Figure 1. 7012 is the wind- 
ing-up wheel (held in the tweezer). 
This must face upward when as- 
sembling in order to receive the 
head of the rotor bolt axle 7015. 
7021 is the intermediate wheel. 





Figure 5. The reversing wheel 
(one of a geared pair) is shown 
apart from its partner which is 
still mounted on its post on the 
“sole” 7005. This shows the method 
of assembly. 7017 is the driver and 
acts as a click. The reversing 
wheel with its inner ratchet should 
not be taken apart and can be 
cleaned as it is. 





Figure 6. When testing the watch 
for waterproofing, the tank is first 
filled with water almost up to the 
bottom of the tube leading to the 
gauge. The watch is hooked onto 
the receptacle on the center rod, 
which is vertically manipulative 
although fully gasketed. Make cer- 
tain that the handle is placed in 
the backaway position as shown. 






Figure 7. Place the watch in the 
tank so that it assumes the lower 
half of the water in submersion. 
Figure 7 shows the handle in the 
partial vacuum test. This is re- 
sorted to when caution is practiced. 
Later if the watch stands this par- 
tial test, the full vacuum test may 
be applied. Raising the handle to 
the top position, as shown, lowers 
the water level by almost an inch. 


Figure 8. When the watch is sub- 
merged in the lower portion of the 
water, simultaneously press down 
on the top cup while moving the 
handle to the forward-and-down 
position shown. This creates a 
vacuum and any air escaping from 
the higher pressure inside the case 
(through some leakage spot) will 
manifest itself by a succession of 
air bubbles. The spot from which 
these bubbles emerge is the spot of 
the fault, be it crown gasket, glass, 
or case back. 





Figure 8 > 
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the pressure inside the case is equalized with the pres- 
sure of water against it. It is best, nevertheless, to re- 
move the watch before this takes place since a little 
water might enter. 

The dial on the gauge above the cylinder shows the 
degree of vacuum. A reading of 76 indicates that abso- 
lute vacuum exists in the cylinder. Actually, this is im- 
possible to obtain. A reading of 60, however, or slightly 
above should indicate that the vacuum achieved is equal 
to ot 4/Sths (approximately) of an absolute vacuum, 
and so on. 

If the watch case is found faulty, screwing it down 
more tightly will not help. Remember that air bubbles 
escaping from the case have lowered the degree of 
vacuum as well as decreased the outward pressure of 
air inside. Thus any water adhering to the watch case 
after the case has been removed into the atmosphere of 
the room will be drawn into the case (the pressure is 
now less inside the case because some of its air was 
sucked out during the vacuum). Therefore, after each 
trial remove the case-back and wipe away any traces be- 
fore closing the case or trying to find the cause of the 
defect. 


Testing machine 

The vacuum-type testing machine is provided with two 
bolts by which it may be fastened to the bench. Before 
filling the tank with water, place the handle away from 
the operator, as shown in Figure 7. Fill the tank with 
water until it is level with the bottom of the metal cup 
supporting the pressure indicator. At first it is ad- 
visable to test the watch under partial vacuum, say, that 
reached when the gauge indicator points to 40. To do 
this, pull the handle forward before placing the watch in 
its receptacle and replace the cover so that the handle ap- 
pears as it does in Figure 7. This will reduce the water 
level by about %4 inch below the upper rim of the glass 
tank. Next fix the watch on the receptacle hook at the 
extreme of the center rod. Place the cover in position. 
Then move the center rod until the watch is submerged 
in the lower half of the water. With the left hand press 
down firmly on the cover while manipulating the handle 
to the position shown in Figure 8. In the partial vac- 
uum test, there is less danger of water entering the case 
should defects be present. If the watch withstands this 
partial vacuum test, the full-test capacity of the machine 
can be used as follows. 

In the complete vacuum test, leave the handle fully 
turned away, as in Figure 6. Next hook the watch to the 
center rod, as shown in Figure 6, and replace the cover 
in position. This submerges the watch in the water. 
Raise or lower the center rod until the watch rides in 
the lower half of the water. Next, while exerting a firm 
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downward pressure on the cover with the left hand, pull 
the handle forward to its fullest extent, as shown in 
Figure 8. If static bubbles cling to the surface of the 
watch, they are due mainly to particles of air on the 
outside surface of the case and crystal. They can be 
removed by raising the watch above the surface by rais- 
ing the center rod. Resubmerging the watch will allow 
an unhampered view. If there is a rapid succession of 
air bubbles emanating from the watch, raise the watch 
out of the water immediately. 


Important caution 

In the operation of all vacuum waterproofing devices, 
never push the handle away from the operator while the 
watch is submerged. To do so would permit the vac- 
uum to disappear and create a terrific force of water 
against the case, whose inside pressure is now lessened. 
The water would be forced into the watch through even 
the most minute orifice, aperture or defect. 

After the testing, the watch is removed from the de- 
vice by first raising the center rod to its full upper limit. 
This done, a valve automatically allows air to rush into 
the tank. This lets the cover come off easily. Wipe the 
watch clean of outside moisture. 

To return the handle to its original (starting) posi- 
tion, press a spring-loaded button at the back of the 
apparatus. 

If the watch tests perfectly under the partial vacuum 
of a dial reading of 40, the full vacuum test can then be 
assumed. However, even at the partial reading of 40, 
this will reveal that the watch is waterproof for all 
normal purposes. Regardless of the success of the par- 
tial test, it is essential that the watch be placed under the 
full vacuum test where the gauge will read between 60 
and 65. A test under these conditions which reveals no 
air bubbles rising to the surface is considered positive 
proof that the watch is waterproof. 

After every test it is a good precaution to make cer- 
tain that there is no moisture inside the watch. To be 
sure, place the watch on a hot plate or electrically heated 
apparatus. Such a device is a simple can with an elec- 
tric light bulb. This should heat the watch to about 
105°F for a few minutes. If any moisture is inside, 
condensation will rapidly form under the crystal. In 
this event, both case and movement must be stripped 
down completely and all parts thoroughly dried out. 

Failure to remove the last traces of moisture from the 
inside of the case will result in later condensation under 
the crystal, with endless complaints and annoyances. It 
is always well to make doubly sure that no moisture is 
present even when the vacuum test is perfect. This in- 
surance can be provided by placing the watch in the 
electric-light “oven” for a few minutes at the recom- 
mended heat. Ze 
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ULTRASONIC 
WATCH CLEANER 


It’s “the most.” Electronic waves 
rout dust, dirt, metallic particles 
even from remote recesses .. . 
quickly, thoroughly, safely. 


T 





ELIMAG 


in a split second. 
Invaluable for 


polishing. 





PIVOT MASTER 


Eliminates all magnetic Straighten 8 out of 10 conical 
effects from any watch pivots, any size, without re- 
moving hairsprings or rollers. 
inspecting, 


Yep, you guessed it. A look at the future! And 
everybody knows that bench machines are a long- 


term investment. 


It’s their value over the years that counts . . - 
consistent accuracy, dependable operation, low- 
cost maintenance, long life. 


The WatchMaster Line has proved all that, plus 
the ability to return substantial profits. 


The question is: HOW SOON FOR YOU? 


WATCHMASTERS 


Your choice of tape or 
drum. Both have odd- 
beat selectors, same de- 
pendability. Same accu- 
racy ... guaranteed. 


American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 


Gentlemen: Please send information on instruments checked. 


[] Elimag (demagnetizer) 
[] Pivot-Master 


[] Ultrasonic Cleaner 
[} Tape WatchMaster 
[] Drum WatchMaster 





Name 


Store ee es el TTR ae eee ee SS 


Address......... PPI a Piet hi ONE 





See eB aaa eta nea ees eee Ss 


City, State a a 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


A ROUNDING-UP TOOL: I have just 
bought a lot of old watchmakers’ 
tools. Among them are some 
fancy-looking gadgets I do not 
recognize. One has a large brass 
wheel with curved spokes and a 
handle for turning it by hand. 
The rim is grooved to take a 
catgut, which is connected from 
the big wheel to another smaller 
wheel and the gut is then wound 
around another end wheel. What 
was this used for?—Ben Jen- 
kins, Brooklyn, N. Y. 


Answer: Evidently you are 
describing a “rounding-up tool,” 
“topping tool” or “fraizing ma- 
chine.” It is used to reduce the 
diameter of toothed wheels. The 
wheel to be reduced in diameter 
is matched to the correct cutter 
by fitting the various cutters 
into the tooth spaces. The cut- 
ter whose profile fits best is then 
adjusted so that its split will 
form one complete spiral. This 
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cutter is made in two sections. 
One section contains the cutting 
or sawing edge. The other half 
of its circumference contains a 
knife edge, which gathers up the 
next space so that the cutting 
half can work on the tooth 
spaces. The cutter is then placed 
in the axle held between centers. 
The wheel is mounted between 
the centers, resting on a circular 
platform which backs up the 
wheel’s rim while it is being cut. 
The machine is turned by hand 
and the cutter acts as a worm 
pinion, cutting as it gathers the 
next tooth and turning the 
wheel with it just like a gear- 
hibbing machine in miniature. 


* * * 


MAKING AN ULTRASONIC CLEAN- 
ER: I have read your articles on 
ultrasonic cleaning machines 
and being a practical and theo- 
retical watch tinkerer, I am try- 
ing to make one. I have the 
generator under control. What 
confuses me is the transducer. 
It looks basically simple. Will 
you explain exactly what hap- 
pens here? I am sure it does not 
use a diaphragm inside. Are 
two plates submerged in barium- 
titanate and do sound waves go 
from one to the other when the 
current is turned on?—Jackson 
C. Hudson, Marion, Va. 


Answer: The generator must 
work in harmony with the fre- 
quency of the transducer. Every 
barium-titanate shape and size 
has a more or less rigid fre- 
quency and the generator must 
supply the appropriate energy. 
For example, if you should have 
a brick-shaped ceramic block of 
barium-titanate and you con- 
nected your lead from the gene- 
rator to one of its long ends, it 
would emit one set of frequen- 
cies; if you connected it to the 
top of the flat block, it would 
emit another set; and if you con- 
nected it to the front, long sur- 
face, it would produce still a 
third set. To answer your ques- 
tion directly, barium-titanate is 


a bonded ceramic which acts as 
a piezo (crystal). When current 
passes through it, it alternately 
expands and contracts at a set 
frequency. It is this change in 
shape that produces the ultra- 
sonic vibrations. When _ the 
ceramic is attached by solder or 
sealing wax to a stainless-steel 
or glass tank, any liquid in it 
will carry the vibrations. Read 
Ultrasonics by P. Vigoureux, or 
Electroacoustics, by Kinsler & 
Frey, both available from Ultra- 
sonic News, Mt. Vernon, N. Y. 


* * * 


CLEANING CHRONOMETERS: I 
have a ship’s chronometer in for 
cleaning. Since it appears to be 
a high-grade timepiece, I’d like 
your advice.—Joseph Jewelers, 
Los Angeles. 


Answer: Marine chronome- 
ters are best left alone unless 
you have at least done some 
reading on servicing them. It is 
possible to damage them by 
merely lifting the balance out of 
movement. The detent, or lock- 
release device for the escape 
wheel, is very delicate. Release 
the power carefully and note the 
position of the fusee chain on 
the fusee wheel barrel for refer- 
ence when reassembling. Details 
relating to the up and down in- 
dicator, mainspring, cleaning of 
the balance, pivots, fusee chain, 
fusee wheel (great wheel), ar- 
ranging of the detent upon as- 
sembling and adjusting—these 
are delicate matters, because the 
rating of chronometers is dif- 
ferent from that used in adjust- 
ing a railroad-type pocket watch 
to positions of temperatures. 
Though chronometers are ad- 
justed to only one position, dial- 
up, adjustments must be carried 
out with a fine scientific ap- 
proach. Suggested reading 
would be Gould’s Marine Chro- 
nometer now out of print, but 
obtainable in libraries. Also, the 
U. S. Government Printing Of- 
fice may have copies of the Man- 

(please turn page) 
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The VS-390 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 





The simplest, fastest and most economical machine to operate 

The most versatile microphone for every application 

The one machine with unfailing accuracy under al! conditions 

Vibrograf is used in the finest schools of watchmaking and 

used as an example in the great textbooks of horology 

Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 











Vibrograf is a product of The Universal Escapement, Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 
Ltd., La Chaux-de-Fonds, Switzerland, manufacturers , 
. . ; | 
of the world-famous incabloc ["] Arrange a demonstration at my work bench [_] Please send additional! information 
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WORKSHOP (continued) 

ual for the Overhaul, Repair and 
Handling of Hamilton Ship 
Chronometer with Parts Cata- 
log, Naviships 250-624, October 





PROTECTED Profits 
PROTECTED Distrib 


HOLZER WATCH CO. 


TH AVE N Y 





1948. This is the best illustrated 
manual of the servicing of the 
marine chronometer. 


* * * 


CLOCK PHOTOS: I have a collec- 
tion of antique clocks which a 
customer would like photo- 
graphed. Is there anyone in the 
New York area who specializes 
in this work?—B. Korn, Punctu- 
ality Watch Shop, Brooklyn, 
oe 


Answer: Yes. Benjamin Co- 
hen, 44-69 Kissina Blvd., Flush- 
ing, N. Y. 


* * * 


CLOCK GLASS ILLUSTRATIONS: I 
have an antique clock with a pic- 
ture handpainted on the glass in 
color and gold leaf. The glass 
has been cracked and 1 would 
like to know where I could have 
it reproduced.—Mt. Pleasant 
Watch Shop, Washington, D. C. 


Answer: Edwin Burt and his 


son of 21 Loring Road, Auburn- 
dale 66, Mass., do museum-type 
reproductions on ancient clock 
glass illustrations or on enamel 
work. 


BOOK REVIEW 


JEWELS AND THE WOMAN, by Mari- 
anne Ostier. Horizon Press, 220 
West 42nd St., New York; $7.50. 


This is the book you’ll wish 
you had written. But never mind 
—you’ll feel pleased with your- 
self for having discovered it 
and folded quietly away in your 
mental file all the good selling 
talk it contains. 

If the name Marianne Ostier 
seems familiar, it’s because the 
by-line of this highly creative 
Viennese jewelry designer has 
appeared over many articles in 
JEWELERS’ CIRCULAR-KEYSTONE. 
This, Mrs. Ostier’s chief literary 
jewel, is a beautiful production 
from the diamond necklace on 


























0 Through Jewelers’ Circular-Keystone Want-Ads, you can 
| present your message to the entire jewelry industry. And 




















HAVING TROUBLE 


WITH OLD-FASHIONED CROWNS? Training 


if you want to be sure that a crown is ““Pos-0-tively”’ 100% waterproof, 











Success 





Success, as we know, doesn't shine on every man. Like 
@ suntan, success only comes to those who expose themselves. 


make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 


There is a want-ad category for every need. 














of A., or any 


Mr. Jeweler: Lane should encourage y 
have enough graduates to este the demand. The best jobs await 


and 
many finest jewelry businesses have been built on thoroug 


‘BOWMAN TECHNICAL SCHOOL 


SINCE 1887 


yt nar TECHNICAL SCHOOL! 


Engraving end Jewelry Repairing. 
> he Certified Master Watchmaker test of H. IL. 
sci gel 


men to take this training. We 


Our School’ which 7 ~ how 


make sure it is a Quick Fit “O’’-Ring crown. The “O”-Ring is a tiny 
donut of synthetic rubber, molded, not stamped, to very y WA toler- 
ances. Used in jet planes for years, the ‘‘0’’- Ring is the only true seal 
that permits the easy turning of the shaft within it—So for easy 
—, ‘ Ra waterproof seal that lasts indefinitely, and repair 
Buick Fit, — recommendations instead of complaints, switch to 

ick Fit “0’’-Ring Waterproof Crowns. i, Lg 24 or 12 bettie 

s from your watch material supply hou 


For full details, write to... 
HAMMEL RIGLANDER AND COMPANY, INC. 
Box 100, Madison Square Station « New York 10. N. Y. 


Bowman Building, Lancaster, Pa. 


= 
Courses Approved for Veterans & State Rehabilitation Programs 
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the cover to the final illustration 
of a solid gold cigar box. There 
are some 60 jewelry photo- 
graphs, by the way, plus a dozen 
handsome color pages on the 
birthstones. 

This is not a book for jewelers 
alone. It’s for all women, includ- 
ing your customers. Its mission 
is to entice them to buy and wear 
and enjoy a greater variety of 
jewelry ornaments. 

Those 12 birthstones, for in- 
stance; why limit your selling to 
the standard twelve? Mrs. Ostier 
reminds the buying public of a 
far broader choice. The ancients 
also ascribed seven different 
gems to each of the four seasons, 
seven more to the days of the 
week, and a total of 36 to the 
cycles within the zodiac. Allow- 





increase profits by 






Special Multi-Grip ° | 
vise holds articles of © | 
any shape. Inexpensive © 
CNP-) Panto-Engraver ° 
cuts sharp and clean in ® 
stainless steel, gold, silver, other metals. * 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver .. . 

Cuts medailion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as iettering, name plates, trophies, 
signs, etc. 


Medel 3D-5 


A Full Line 
of 


Engraving 
Equipment 


an 
Accessories 





Liberal Terms Arranged. 
Small Monthly Payments. 


Write for complete ices. 
For immediate attention write directly 


TRADE MARK 


i 
Hf 
i 
: 
: 


RB 
q 








H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 
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r 
less ps se Cases. We make coil 
springs fer watch eases. 


BECKER-HECKMAN COMPANY a 
29 East Madison Street, Chicago 2, Illinois | 
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ing for some duplication, of 
course, this gives you more than 
70 appropriate gemstones to of- 
fer to customers. 

The section on “The Art of 
Feminine Adornment’” is 





my | 


own favorite. Here you have the | 


“what’s what” on every fashion 


from the tiara to the toe-ring. | 
The author, in her Vienna days, | 


made crowns for the Queen of 
Albania and bandeaux for Hedy 
Lamarr. 


Mrs. Ostier’s chapter | 


on earrings is wisdom in depth. | 


Earrings are her specialty. She 
probably knows more about ear- 
lobes in relation to facial struc- 
ture than Michelangelo and 
Elizabetharden! 

Part III is the “heart” of the 
volume, meaning that all jewelry 
salespeople could learn 


it by | 
- heart with profit. Here are all | 


the points of etiquette and good | 


usage on which no Emily-Post- 


sort-of-person has ever particu- 


_ larized for the jewelry field. We 


read with authority what is 


_ right to wear for this and that 
_ occasion, all the way from a | 


White House dinner to a meet- | 


_ ing of the PTA. Another chap- 


ter is definite about gifts: what 
jewelry gifts may and may not 
be offered. This part also en- 


courages a wife to know as much | 
about men’s jewelry as she does 


about shirts, ties, and socks, and 


to see that her husband com-. 


pletes his custom tailoring with 


the right choice of stones and. 


metal. 
“Jewelry Up to Date” is a sec- 


| tion you might mark when you | 


send this book to a prospective | 


customer. No woman could read 


all these ideas for the complete | 
transformation of old treasures | 
without hustling her little horde | 
right down to the store. In fact, | 


this book to the wife of every 
prosperous business man who 
has shown any inclination to buy 
diamonds. 
price of the volume one retailer 


remarked: “I don’t think of this | AC 


as a $7.50 book. I think of it as 


a gem at only $7.50 and no Fed-— 
—DOROTHY DIGNAM. | 


eral tax!’’ 


-gome smart retailers will send | 


In speaking of the | 














SECURITY 


MAIN SPRINGS 


tor Swiss Watches 


ARE MADE BETTER 


Security Mainsprings are handmade of 
finest Swedish steel . . . cold rolled, 
heated in charcoal, and tempered in 
animal grease (other methods are 
cheaper but not so effective). After 
hand polishing, your Security Main- 
springs are hand finished, oiled and 
sealed in moistureproof aluminum foil. 
Recognized as the finest by watchmak- 
ers for over 30 years. 


In the “Card Indexed” File Cabinet 
No. 21 —I Gross (1 Each of 144 Nos.} 
Popular Sizes ..... $42.60 


No. 21!/—!/2 Gross (1 Each of 72 Nos.) 
Most Popular Sizes ............ 28.10 


No. 24!/—!/2 Gross (For American 
Watches) Popular Sizes ........ 


28.60 


Order from Your Newall Jobber. 

















DUSTPROOF CROWNS 
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full information 
and free samples 


JULES BOREL & CO. 











800 Crawford Bidg., Kansas City,Mo. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 








50 Eldridge S$?., New York 2, N. Y. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED”—Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


addi- 
addi- 


“HELP WANTED"—"“LINES WANTED"—and “SIDE LINES"—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 
® If answers are to be forwarded, 20 cents 


extra to cover postage must be enclosed. 
® No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


an dati ome 





original letters of rec 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS. PHILADELPHIA 39, PA. 











Situations Wanted 





SALESMAN: experienced seeks line of 
mountings, charms, religious goods or 
findings, for Eastern territory. Address 
“S., 4152,” care of JC-K. 








WATCHES, clocks and jewelry repair: 
A-1 mechanic: speaks Polish only; any 
oe Address “D., 408,” care of 
C-K. 





SALESMAN: aggressive, personable: es- 


tablished following among jobbers, 
wholesalers, watch importers and ex- 
porters; seeks reputable line. Address 


“S., 4157," care of JC-K. 





CREDIT manager or assistant: nine 
years’ experience wholesale jewelry; 
thoroughly qualified all phases credit 
collections. Address “B., 4179,."" care of 
JC-K. 

BOOKKEEPER-accountant; qualified in- 
stall and/or maintain systems sales and 
expenditure analysis: retailing back- 
ground: business administration de- 
gree. Address “A., 4194,"’ care of JC-K. 

WATCHMAKER-SALESMAN: age 37; 
neat, conscientious, honest, congenial, 
efficient, excellent references; capable 
managing store; had own retail store. 
Address “B., 4204,” care of JC-K. 

BOOKKEEPER: expert credits, corre- 

spondence, collections, costs, inventory 

controls; proven record; seeking posi- 
tion requiring highly capable person. 

Address “S., 4177,” care of JC-K. 








ENGRAVER: thoroughly experienced and 
recent graduate of the Gemological In- 
stitute; desires a combination of sell- 
ing and engraving duties. Address “M., 
4158,” care of JC-K. 


MANAGER, salesman; executive ability, 
25 years’ experience all phases jewelry 
business: credit, advertising, merchan- 
dising; desires affiliation with reliable 
firm. Address “J., 4169,” care of JC-K. 


JEWELER & diamond setter: 20 years’ 














experience, wishes to relocate, West 
preferred; special orders, repairs, de- 
signing: daylight shop preferred. Ad- 


dress “S., 4170,” care of JC-K. 





SHOWROOM SALESMAN: middle age; 
seeks 5 day week job, reputable New 
York diamond ring manufacturers or 
watch importers: highly bondable. Ad- 
dress “S., 40893,” care of JC-K 








MANAGER or assistant manager-sales- 
man; also light jewelry repairing, 
bookkeeping, plain engraving and watch 
repairs; gemologist; 20 years’ experi- 
ence. Address “V., 4149,” care of JC-K. 


WATCHMAKER, fast careful workman ; 
do all complicated watches, jewelry 
repair, selling: 14 years at bench; 








sober, dependable, family man. Ad- 
dress “B., 4137,” care of JC-K. 
WATCHMAKER: good mechanic: 10 
years’ fine store experience ; take charge 
Department; sales, New York City, 
Long Island or suburbs: references. 
Address “S., 4185,” care of JC-K. 





MANAGER, office & factory; 12 years 
experience with manufacturing jew- 
eler, stone rings; college graduate, 
married; excellent references, c/o 
J. B. T.. address, “S, 4168,”’ care 
of JC-K. 


TOP manager for fifteen years; an- 
nual volume one million; with larg- 
est chain in East; the know how 
in producing; complete summary 
on inguiry; available August; ad- 


dress, “F, 4165.” care of JC-K. 


DIAMOND buyer and assorter: 15 years’ 
experience ; capable knowledge of loose 
and mounted diamonds: wishes to con- 
nect with established, reputable firm: 
best references. Address “C., 3554,”’ care 
of JC-K. 














WATCHMAKER: seasoned, capable: ex- 
cellent references concerning ability, in- 
tegrity and industry: relocate immedi- 
ately store or shop offering permanent 
promising connection. Address “‘A., 
4195,”" care of JC-K. 





DIAMOND assorter; young man recently 
discharged from Army, seeks position 
with opportunity to sell; live wire, per- 
sonable: 5 years’ experience in picking, 
assorting, grading and selling: excellent 
references. Address “399,” care of JC-K. 





MANAGER thoroughly qualified, 25 years 
experience all phases credit jewelry 
business; can assume full responsi- 
bility; presently employed; Southern 
California preferred. Address “S., 4116,” 
care of JC-K. 


BOOKKEEPER: full charge, thru Gen- 
eral Ledger, payroll, taxes: excellent 
jewelry manufacturing experience: re- 
liable; personable: AAA reference. 
Miss Sara L. Baskin, 65-74 Saunders, 
Rego Park, N. Y. 
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WATCHMAKER: repairman; 37 years of 
age, single, 12 years’ experience in 
Swiss and American watches, also self- 
winding; would prefer position § in 
Georgia or North Carolina. Address 
“F., 4164,” care of JC-K. 











MANAGER salesman, 45; 15 years’ thor- 
ough experience every type operation ; 
finest lines diamonds, jewelry, watches, 
sterling, etc., emphasis on sales, mer- 
chandising, promotions. Address “L., 
4171,” care of JC-K. 





MANAGER, watchmaker, salesmen; 29 
years’ experience 3 employers; 13% 
years with present employer as man- 
ager of branch store; saiary open; 
available May 12. Address “W., 4159,” 











care of JC-K. 
SALESMAN better jewelry, desires 
change; territory, Delaware, Eastern 


Shore, Maryland, Pennsylvania, Dis- 
trict of Columbia; established line only 





considered: good references. Address 
“W., 4147,” care of JC-K. 
CONSISTENTLY productive salesman 


available prominent store between New- 
ark and Montclair or Summit; min- 
imum salary $150; details confidential ; 
Sunday interview only. Address “S., 
4092,” care of JC-K. 


COLLECTOR-SALESMAN: expert mer- 
chandiser; better diamond rings; es- 
tablished following New York, Ohio, 
Indiana; via Rail; currently employed 
prominent store; draw. Address “S., 
4091,” care of JC-K. 





DIAMOND man, number of years’ experi- 
ence assorting and appraising; select- 
ing stones for rings; fill orders; with 
large ring manufacturer; references; 
New York City preferred. Address “P., 
409,”"" care of JC-K. 


SEASONED man, 39, for credit store; 
assume full responsibility; thorough 
credit experience; $7500 plus profit 
sharing, desires investing after proving 











worth. Address “K., 4138,” care of 
JC-K. 
MANAGER, salesman; age 29, married ; 


12 years retail credit buying and mer- 
chandising: experienced: can assume 
full supervisory capacity; am _ inter- 
ested in position with future. Address 
“C., 4135,” care of JC-K. 


DIAMOND man, 11 years’ experience; 
buyer and assorting; selecting stones 
for rings and pieces; responsible posi- 





tion desired; references; part or full 
time: N. Y. only. Address “S., 4068,” 


eare of JC-K. 


MANAGER or assistant: college back- 





ground in retailing and jewelry; nine 
years’ experience all phases of cash 
type and installment credit stores; 


married and family. Address “E., 4182,” 
care of JC-K. 


MERCHANT manager ; 
experienced every phase, successful 
chain store operation; currently em- 
ployed vicinity N. Y. C.; minimum sal- 
ary $12,000. Address “S., 4187,” care 
of JC-K. 


DIAMOND appraisal trainee; 28, college 
graduate, business background: desires 
appraisal experience ; had training; will 
stay with firm and become valuable; 
full or part time; salary secondary ; 
references. Address “M., 4196,” care of 
JC-K 





52; admirably 








SALESMAN: calling on dept. stores, 
jewelers, specialty stores; Phila., Balt., 
Wash., plus South and Southwest for 
past 20 years; for largest jewelry mfg., 
costume, goldfilled, 14K: only top firms 
need reply. Address “K., 404,” care of 
JC-K. 





salesman; top-notch; crea- 
tive: presently in complete charge of 
retail credit unit; doing over million 
yearly ; “Habla Espanol un poco.”’ seeks 
change in position in East. Address 
*R., 4162,” care of JC-K 


MANAGER: 





GRADUATE watchmaker, fast, accurate 
jewelry repair, stone setting; 35; 15 
years’ experience; family; conscien- 
tious: take full responsibility of re- 
pair department; desires to relocate in 
Ohio with better jewelry store. Ad- 
dress “I., 4132,” care of JC-K. 
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MANAGER - salesman; experienced all 
phases of retail jewelry business; col- 
lege background; creative selling, dis- 
play, advertising and promotions, credit 
and colleetions; personable, ambitious; 
married and family. Address “M., 4188, ‘ 
care of JC-K. 





WATCH salesman, 12 years experi- 
ence; represented one of the “big 
3;” desires to make connection 
with any good watch company or 
well established allied line; excel- 
lent Penna., and N. J. following: 
age 36; address, “R, 4148,’ care 
of JC-K 





LOS ANGELES: supervisor - manager, 


buyer, merchandiser, salesman: dia- 
monds, watches, silverware, jewelry; 
exceptional background, qualifications, 


brilliant record sales producer top in- 
department chain, major department 
stores; key man for ambitious organi- 
zation. Telephone Dunkirk 7-2865. 


RIGHT HAND MAN: resourceful, am- 
bitious, 40 years young, married, pres- 
ently employed ; knows chain operation, 
sales promotion, selling, buying, pre- 
cious jewelry, diamonds; desires op- 
portunity; willing to relocate; finest 
eat Address “B., 405,” care of 
C.-K 











WATCHMAKER—10 years experience 
chronographs & minute repeaters: com- 
plicated hi-grade watches of any kind: 
l am a watchmaker only! If you have 
enough work to keep me busy write for 
resume of experience; prefer Southwest 





or West. Address “H., 4203," care of 
JC-K. 

SALESMAN: Carolinas & Virginia; excel- 
lent following; retail jewelers gift 


shops; presently selling costume jewel- 
ry; wants full time traveling job with 
leading manufacturer; well established 
house will get complete territory cover- 
age from hard working go-getting: not 
interested in Sidelines. Address “K., 
4160,” care of JC-K. 


DIAMOND man; experience of highest 
order in the buying of diamonds and 
mountings and merchandising them mMmto 
completed diamond rings; over 30 years 
experience with top firms; work in- 
cluded assorting and selecting of dia- 
monds ; not available for interview until 
June Ist; seeks New York City connec- 
tion. Address “F., 402,” care of JC-K. 


WATCHMAKER, certified master, 24 
years experience; good hand engraver: 
jewelry repairing, stone setting; steady 
and dependable; neat, courteous, com- 
petent department manager; fast, ac- 
curate worker; age 43; married: now 
employed but seeking change: best of 
ick es. Address “M., 4175,” care of 
C-K 


WATCHMAKER; certified Master and 
Chronograph; registered’ technician; 
neat, sober, steady, fast, skillful watch- 
maker, with good recommendations; 
have Watchmaster and best of tools; 
can manage repair department, repair 
watches, size rings, do light jewelry 
repair ; come on short notice. Address 
“L., 4178,” care of JC-K. 








WILL meet you anywhere in the U. S 
for an interview! Experienced mer- 
chandiser, buyer, supervisor of 
credit jewelry operations and whole- 
sale; retail units; references from 
men in our industry will attest to 
successful career in every phase 
of our business; want a permanent 
association, not seeking an organ- 
ization looking for “shot in the 
arm” man! Can help you build a 
solid and profitable business or in- 
crease your present volume—profit- 
ably! Address, “E, 4140,” care of 
JC-K. 





MANAGER, superior salesman, seeking 
position with reputable and growing re- 
tail jewelry concern; age 36, married, 
A-1l health, no encumbrances; can re- 
locate at once; managing a retail credit 
unit Southwest doing in excess of $200,- 
000 yearly ; thorough knowledge of run- 
ning your store successfully ; can show 
you volume at a profit; will share the 
benefit of my fifteen years experience 
in sales, promotion, merchandising 
credit and office procedures for our 
mutual well being. Address “B., 4150,” 
care of JC-K 


EXPERIENCED — energetic — execu- 
tive; 15 yrs. solid experience in all 
phases of retail credit jewelry, toy, 
giftware; tops in adv. promotions, 
radio, TV, direct mail; dynamic 
successful store manager; sales 
manager, buyer and general man- 
ager; profit promoter and sales 
stimulator; capable of organizing 
complete operation; can create and 
execute personnel training  pro- 
gram; professional realistic modern 
approach to merchandising; seeks 
lifetime association with a secure, 
stable company; available, able 
ambitious; address, “P, 4197,” care 
of JC-K. 








SUPERVISOR or assistant to supervisor, 


for large retail store or small chain; 
years in retail jewelry, with better type 
budget and credit stores; directing, su- 
pervising and executing; advertising, 
promotions, directing and training per- 
sonnel; dispersing funds intelligently ; 
remodeling and planning departments; 
qualified diamond and watch buyer; 
know classes of merchandise for dura- 
bility and sales potential; predictions 
and business logic usually very accu- 
rate: get the job done when given a 
free hand: family man, clean habits, 
highest character, thoroughly honest 
and trustworthy: personable and con- 
genial: salary $10,000 annually; no in- 
vestment at present. Address “D., 4007,” 
care of JC-K. 





BUYER, sales Supervisor, manager; dy- 
namic retail, credit, discount executive 
35: over 15 years solid experience; all 
phases of business, personable, aggres- 
sive, concientious; buyer, sales super- 
visor, store manager, merchandiser, 
promotion, advertising, credit and col- 
lection; training personnel, planning, 
AAA-1 salesman ;: comprehensive knowl- 
edge diamonds, watches, jewelry and 
allied products; capable of setting up 
business from A to Z:;: top buying con- 
tacts: traffic getting ideas; married, 3 
children: wants permanent association 
where results are the By-Word, with a 
rewarding program for diligence, loy- 
alty and production; West Coast pre- 
ferred; resolve your problem. Write 
4153, ” care of JC-K. 








Lines Wanted 








- 


SALESMEN wanted by manufacturer 


of an extensive and competitive 























SALESMAN ; active following throughout 
New England carrying stone rings; de- 
sires additional established line to re- 
tail jewelers, department stores, excel- 





lent references. Address “H., 4173,” 
care of JC-K 
MANUFACTURER’S __ representative; 


0 years experience; major watches, 
diamonds, promotional merchan- 
dise; California following; chains, 
volume prestige stores, jobbers, dis- 
count houses; guarantee maximum 
sales and territory coverage; ad- 
dress, “D, 4163,” care of JC-K. 





MIDWEST representative excellent 
following for over ten years, with 
finest retail stores in the area, wants 
manufacturer’s ring line, diamond 
mounted or semi-mounted, high 
grade only; will include West Coast 
if desired; straight commission 
basis; address, “D, 4155,” care of 
JC-K. 





ARE you in need of sales representation 
in the Middle West? A sales syndicate 
is being formed to represent non-con- 
flicting manufacturers to supply retail 
jewelry outlets in Ohio, Michigan, In- 
diana, Illinois, Iowa, Wisconsin, Min- 
nesota, Nebraska, Missouri, Kansas and 
Oklahoma; only well rated accounts 
will be solicited but the men forming 
this company have over 400 such ac- 
counts ,umbered in their years of ex- 
perience in these states; only reputable 
manufacturers of well made and com- 
petitive merchandise need apply since 
quality screening will be done to select 
the lines best designed to give value; 
but do not let small volume shops stop 
you from applying, if you are competi- 
tive and produce clean goods in your 
field: we will help you get big! We 
are particularly anxious to get some 
items in “traffic’’ merchandise; sales 
program will start in July, but screen- 
ing will be done effective immediately, 
so apply early if interested. Address 
“B., 4127,” care of JC-K 


Side Lines 








MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following: commission basis. Ad- 


’ eare of JC-K. 


dress “K., 3560,’ 


WANTED: commission salesman to 
earry sideline of religious jewelry 
to jobbers and retail stores; terri- 
tories open; California, Texas and 


Florida; address, “O, 4176,” care 
of JC -K. 
SALESMAN that calls on the jewelry 


stores: if you have an opening to sell 
a very fine line of wedding rings, etc., 
we have a wonderful opportunity on a 
commission basis: write in detail. Ad- 
dres “S., 4144,”" care of JC-K. 


SIDELINE salesmen wanted to carry fast 
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line of 14K gold bracelets, dises, selling ladies and gents rings estab- 

° “6 ishe erritory with excellent oppor- 

reeves and a address, R, tunity, high commission, correspon- 

07,” care of JC- dence confidential. Address “372,” care 
of JC-K. 

WEL ‘ ished salesman now callin . “LAC AD REA are iced nee 
me ee ‘bbate pn lines oe SALESMEN, with following, wanted for 
Midwest and Southern territory: Chi- selected line of men’s — ladies’ ~~ 
, . “ 48"? os folds; 10% commission ; references anc 
— Addrens “J... 4948," care of personal information desired. Silon 

pty Products Co., Inc., 406 Elm St., Cincin- 
wt 2 ee al nati, Ohio. 

SALESMAN: wishes a top line for South- a eal P 
as Ww known among the 3 ie iminaila 
pret me States : ll rug By ae line RELIGIOUS costume jewelry; side line 
preferred Address “R 4125.” care of salesman for fast-selling line _of re- 
1C-K aesie Fas in veut ligious costume jewelry, calling on 
POeihins ot | Dept., Gift, Jewelry stores and religious 

pegeyinsreonest organizations; terrific re-orders. Ad- 

MFG. REP. with strong C hicago retail | dress “S., 4145,” care of JC-K. 
jewelry and dept. store following wants | 
a strong, one case second line for Il- | - 
linois, Northern Indiana and Wisconsin. | 
Address “P., 4183,” care of JC-K. | (Continued on page 144) 
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SALESMAN for quality watch line 
with following among retail jewel- 
ers; two excellent territories open; 
South, West Coast; liberal draw; 
full particulars first letter; replies 
confidential; address, “F, 4042,” 
eare of JC-K. 


EXCEPTIONAL opportunity for side line 
salesmen to join one of America’s oldest 
and largest diamond houses to carry 
fast selling Diamond Daisy Chains; will 
be backed this Fall with national ad- 
vertising campaign. Address “A 4154,” 
care of JC-K. 


SALESMAN for prestige watch line 
with retail jeweler following; two 
choice territories available; (1) New 
England, (2) New Jersey and Penn- 
sylvania; better than average draw; 
give particulars first letter; replies 
confidential: address, “F, 4041,” 
eare of JC-K. 


MANUFACTURER of unusual 
charms: desires two men with 
strong following, to call on retailers, 
discount houses and wholesalers; 
West Coast and Mid West (Chi- 
cago) territory open; state lines 
you now carry and references; N. J. 
Jewelry Mfg. Co. Inc., 15 W. 47 St., 
New York 36, N. Y. 


SALESMEN wanted—all sections, with 
extensive following among jewelry 
stores, small manufacturers and re- 
pairers, with a complete and na- 
tionally known line of gold, zold- 
filled and silver findings; send for 
eatalog; National Findings Corp.., 
125 W. 45th St., New York 36, N.Y.. 
Judson 6-4842. 


WE are offering representatives with ap- 
preciation for finer quality merchandise 
and with following in fine jewelry, de- 
partment, specialty and gift stores, the 
opportunity to represent us with two 
prestige name brand top English lines, 
consisting of Bone China dinnerware 
and fancies, and hand blown full lead 
cut crystal stemware, and complete line 
f preree. Address “C., 4141,” care of 























Help Wanted 








WATCH salesman wanted—our mes- 
sage too important for this small 
space: see Disnlay Ad, page 126. 




















WANTED: experienced Watch maker ; 
good location: good business. Address 
“M., 4181,” care of JC-K 

WANTED salesmen calling on jewelry 
trade to carry standard line of “Mailing 
Boxes.” For details write Douglas 
Young, Inc., 110 Kenyon Ave., Paw- 
tucket, R. 





SALESMAN wanted: calling on depart- 
ment & jewelry stores for a line of fine 
sterling silver & gold filled charms: 
commission basis. Address “S., 4198,” 
care of JC-K 

MANUFACTURER sterling silver novel- 
ties for over 30 years, has established 
route of retired salesman open on the 
east coast ; commission basis. Address 
K., 4044,’ care of JC-K 


SALESMAN for pieahinoads. Tri-State 
territory; Admark line; scarab jew- 
elry; disc jewelry; established ac- 
counts; drawing: Admark, 714 San- 
som St., Phila. 6, Pa. 


SALESMAN wanted for the South, 
from Virginia through Florida: top 
lines in sterling and plated hollow- 
ware; address, “H, 4174,” care of 


JC-K. 














| 


WATCH importer desires experienced 
man to lay out watch fittings and 
fill orders; full information and 
references first letter; Favre-Leuba 
Watch & Chronometer Co., Inc., 
665 Fifth Ave., New York 22, N. Y. 





SALESMEN: for well established manu- 
facturer of top quality plastic ring and 
watch boxes; to call on the jewelry 


trade; no objection to another non- 
competitive line. Address “S., 4011,” 
care of JC-K 





JEWELER - engraver; combination man 
with experience or beginner willing to 
learn, for fine reputable old store, con- 
genial surroundings; air conditioned, 
good salary. Address Carpenter-Matt- 
hew, Asheville, N. C. 





experienced: five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
of JC-K. 


WATCHMAKER, 





SALESMAN, age 30 to 45, with knowl- 
edge and experience in selling quality 
diamonds and jewelry; position with 
future open in Connecticut retail store. 
Address Michaels Jewelers, 157 Church 

t.. New Haven, Connecticut. 





GOOD salesman, with executive ability, 
capable of doing a good merchandising 
job in a high grade store; location mid- 


die South; all correspondence strictly 
confidential. Address “H., 4133,” care 
of 





FIRST class engraver and chaser on fin- 
est jewelry and crest work; wanted for 
Fifth Ave. establishment; excellent op- 
portunity for right man; write giving 
experience and details. Address “P., 
407,” care of JC-K. 





WANTED: store manager for retail 
credit jewelers; opportunity for 
aggressive man with managerial ex- 
perience and ambition to earn above 
average income; home owned in- 
dependent store; write P. O. Box 
1093, Laurel, Mississippi. 





OPTICAL FRAME sideline to Opticians 
& Optometrists; straight 20% commis- 
sion: large repeat business; South, 
Southwest, Western and other individ- 
ual states; will personally train. At- 
lantic Optical Co., 1133 Broadway, New 
York 10, N. Y. 





SALESMEN: nationally known diamond 
ring manufacturer with large following, 
adding to sales force, requires two 
salesmen for South and Coast; experi- 
ence required: may reside in territory ; 
small non-conflicting line permissible. 
Address “F., 4202,” care of JC-K 





AGGRESSIVE salesmen to represent 
nationally known manufacturers of 
a better class of Platinum and Gold 
diamond rings, etc., watch cases, 
buttons and crosses throughout the 
Midwest and New England territor- 
ies: J. & H. Flyer, Inc., 37 W. 47th 
St., New York 36, N. Y. 





MALE STORE MANAGER; must be 
aggressive salesman and thoroughly 
experienced for credit jewelry store ; 
permanent position, annual con- 
tract, fine salary and bonus and 
percentage of profits; willing to 
relocate; give full particulars; ad- 
dress, “W, 4191,” care of JC-K. 











' 





ASSISTANT Manager; good salesman, 
young man with ambition who de- 
sires to work in a progressive credit 
jewelry stone in Minn; top salary, 
plus commission; bonus and fringe 
bene fits ; immediate opening for 
three men expansion program; ad- 
dress, “G, 4139,” care of JC-K. 





SALESMEN calling on jobbers and large 
chains to sell newest development in 
watch attachments since the expansion 
band; already adopted by several major 
watch manufacturers; popularly priced 
for high volume sales ; commission 
15%; several territories still open. Ad- 
dress “F., 4143,” care of JC-K. 





IF you have the desire to travel and 
can be away from home for long 
periods, we have a territory that 
is well established; a following is 
not important but experience in 
calling on retail jewelers is neces- 
sary; good earnings on a commis- 
sion basis; address “H, 4015,” care 


of JC-K., 


HOLLOWWARE SALESMAN; promi- 
nent New England silverware manu- 
facturer seeking experienced sales- 
man or manufacturers rep. with 
non-conflicting lines for Louisiana, 
Alabama, Mississippi, Arkansas, 
Tennessee; must have complete re- 








sume; F, B. Rogers Silver Company, 
241 Fifth Avenue, N. Y. 16, N. Y. 
COSTUME JEWELRY: salesman for 
fast growing line that is selling: (1) 


(2) New York State & 
Jersey, pe, TS A | A ee 

a cemplete diversified ‘line of 
popular priced jewelry: must have fol- 
lowing and resident of area: send com- 
plete details in first letter. Address “S., 
4146,” care of JC-K. 


New England, 
New 
.. = 





SALESMAN wanted for Northwest, 
Southwest and Western States by 


largest Western general merchandise 
wholesalers: must be aggressive and 
experienced in states traveled: have no 
objection to non-competing line; fabu- 
lous future; send complete details, 
trade contacted, areas covered: con- 
fidential. Service Exchange Distribu- 
tors, 170 Ninth St., San Francisco, Calif. 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions: high pay ; 
state age, experience. People’s Watch 
tepair Company, 120 Summit St., To- 
ledo, Ohio. 








EXPERIENCED JEWELRY SALES- 
MAN for quality well-known na- 
tionally advertised line; North- 
eastern territory will be available 
July 1; this is a good opportunity 
for high-class jewelry salesman, who 
while happy now wants to improve 
his position: give complete infor- 
mation in letter; replies will be 
treated in strict confidence. Address 


“R, 410,” care of JC-K. 





SALESMEN: nationally known diamond 
ring house adding to our sales organi- 
zation; require salesmen for Southern 
territory, New England and Mid Cen- 
tral states; men with established retail 
following only need apply: liberal com- 
missions, drawing against commission ; 
give thorough antecedents in first let- 


ter; all information kept in strict con- 
fidence. Address “R., 4167," care of 
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SALESMEN: watch attachment line 
nationally respected and recognized 
as “Tops” desires 4 or 5 represen- 
tatives: Mo., Neb., Kansas; Michi- 
gan, Ohio, W. Va., Western Penna., 
Tex., Okla., Louisiana, Southern 
Calif., Oregon, Washington, Hawaii; 
active trade and customer relation- 
ship and pleasing personality es- 
sential; state experience and back- 
ground; confidentially; address, 
“T, 4205,” care of JC-K. 





WANTED—\top notch diamond and watch 
salesman for progressive and expanding 
retail credit chain in North Bay area 
of sunny California; ideal climate, ex- 
cellent working conditions, good salary, 
paid hospitalization and fringe benefits; 
if you are above average and have 
managerial qualifications we have open- 
ing for 2 men; replies confidential; en- 
close complete resume, snapshop and 
salary desired, etc. Address “‘M., 4186,” 
care of JC-K 


MALE BUYER; advertising manager; 
lifetime position for thoroughly ex- 
perienced man to supervise and 
able to do buying and advertising 
for a large retail jewelry chain; 
high remuneration and percentage 
of profits and opportunity to buy 
interest in corporation; state full 
details, background and willingness 
to relocate; interview arranged in 
New York City or Chicago; replies 
in strict confidence; address, **\ 
4190,”’ care of JC-K. 

SALESMEN for direct jewelry store sales 
on commission, to carry T. Cross 
line of fine writing instruments in 
twelve and fourteen karat gold filled; 
territories open; Middle and South At- 
lantic, East North Central, West North 
Central, Mountain and Pacific States; 
must carry non-conflicting high qual- 
ity complementary lines; references and 
small photograph desired with resume. 
Write W. R. Boss, Sales Manager, A. T. 
Cross Co., 1 Washington Ave., Provi- 
dence 5, R. I. 


SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, Iowa 
and Missouri; covered by retired 
representative for thirty-five years; 
line consists of diamond and colored 
stones for delivery and is compre- 
hensive, with merchandise aids; 
drawing against commission; reply 
confidentially; M. H. Shiman & 
te Inc., 48 W. 48th St., New York 

6, 


DIAMOND salesman; exceptional oppor- 
tunity for experienced diamond sales- 
man to sell complete delivery line of 
diamond rings and matched sets of 
exceptional styling and value; for a 
firm recognized for 890 years as one of 
the most respected diamond houses: 
along with dealer’s aids, advertising 
and generous commissions, a lucrative 
proposition is offered to a man who has 
established contacts and following 
among retail jewelers in and around 
areas of St. Louis, Omaha, Kansas 
City, Oklahoma City, Dallas, Minne- 
apolis and who lives in their environs. 
Write or telephone, Barnett Davis, Inc., 
Clark Building, Pittsburgh, Pa., giving 
full details of ability, past association, 
territories; all replies confidential. 


DIAMOND SALESMEN: we are pre- 
paring an unprecedented sales cam- 
paign; therefore, we are seeking 
five top diamond ring salesmen; 
territories like the Mid-West and 
South, including Texas are open for 
revision; for the right men this can 
be the finest opportunity ever of- 
fered in the diamond field; our men 
know of this ad; for appointment, 
write, phone, wire, The W. F. Sebel 
Co., Inc., 315 W. Fifth St., Los 
Angeles 13, Calif. 

















| 


MANAGER trainees needed immedi- 
ately by Gordon’s Quality Jewelers, 
with 45 stores across the entire 
South; six store openings scheduled 
this year; you must know: 1—Hard- 
selling; 2—Collecting; 3—Window 
display; 4—How to get along with 
people; Gordon’s quality jewelers 
offers you a wonderful future with 
top salary, vacation plan, profit- 
sharing, hospitalization, free insur- 
ance and other benefits; please re- 
ply by airmail, stating your age, 
marital status, previous jewelry ex- 
perience, salary required, and a 
photo if possible; reply to Harry B. 
Bordon, 600 Stewart Building, 
Houston 2, Texas. 


ee sone cement LANE Steen 
For Sale 





Stores, Stocks and Businesses 
MIAMI, FLA., 100% location; 3 years 
old; $30,000; other interests: top 


growth area; clean stock and fixtures. 
Address “L., 4074,” care of JC-K. 


JEWELRY store; excellent watch re- 
pairs; good location: met. Boston: es- 
tablished 10 years; $24,000 gross 1957; 
$8,000 cash; accts; rec. optional. Ad- 
dress “P., 4136, & care. of JC- K. 


SMALL jewelry store located in shopping 








center in Florida’s Gold Coast: $18,000 
cash; carry only finer jewelry : plenty 
Address “R., 4192,” care of 


of repairs. 
JC-K. 





JEWELRY STORE in prosperous North- 
west suburb of Chicago; business es- 
tablished 15 years, have all franchises, 
silverware, china, glassware, gifts: new 
fixtures, clean inventory. Address “O., 
4184,” care of JC-K. 


ATTENTION: good ambitious watch- 
makers are you interested in well es- 
tablished business? Located in center 
of city; low rent: climate best in 
U. S. A.: owner wishes to retire. Call 
or write “S., 4078,” care of JC-K. 


JEWELRY 
Wisconsin 
family will 








store in prosperous southeast 
town; due to illness in 
sacrifice; railway watch 
inspection’; excellent location; apart- 
ment above. Mattice Jewelry, 403 E. 
Lake St., Horicon, Wisconsin. 


JEWELRY STORE: 





southern California 
town of 200,000; heart of downtown 
business section; established 10 years; 
tremendous possibilities; have other in- 
terests; only those with $15,000 cash 
need apply. Address “R., 4151,” care 
of JC-K. 


—* jewelry and gifts store, Ohio city 

7000; large drawing area: rich 

+ SE tn territory; $5,000,000 factory 

just moving in; can reduce inventory ; 

now about $15,000; can rent or buy 

building; am retiring; will carry part. 
Address “T., 4131,” care of JC-K. 


JEWELRY STORE: established five 
years; fast growing Los Angeles sub- 
urb; ideal for watchmaker and wife: 
inventory, materials, equipment, good 
will, with opportunity to continue loca- 
tion; $13,500; husband deceased. Write 
Williams Jewelers, Box 206, Woodland 
Hills, Calif 


TO A YOUNG MAN: energetic, ex- 
perienced retail man, a rare oppor- 
tunity to buy a well established fine 
credit store; a minimum of 10% 
cash is required to get possession of 
a $50,000 business, located in a 
thriving New England community 
in metropolitan New York area; 


address, “P, 4193,” care of JC-K. 
ee ee 


For Sale 


Tools, Equipments 

















FOR sale or rent; small gold and plat- 
inum polishing, plating shop; best loca- 
tion Midtown New York City; very 
good opportunity for polisher. Address 
“S., 406,” care of JC-K. 

















JEWELRY store in San Francisco; long 
established, excellent location; reason- 
able rent; ideal for watchmaker ; owner 
retiring. Address “N., 4172,” care of 





CENTRAL Florida modern jewelry store; 
industrial city, good for watchmaker ; 
100% location 12 years; inventory, fix- 
tures $12,000. Address “C., 4200,’ care 
of JC-K 


CREDIT jewelry; 
volume over hundred twenty-five 





clean inventory, mod- 


ern ; 
thousand; good accounts; wonderful 
opportunity; illness forces action. Ad- 
dress “T., 4120,” care of JC-K 





WATCHMAKER’S lathe: 20 wire chucks ; 


demagnetizer; motor bench; staking 
set; small tools; materials; bargain. 
Ernest Carlson, 1905 E. Johnson St., 


Madison, Wisc. 


HERMES - SONIC; 





ultrasonic cleaning 
unit Model ST 125; manufacturers price 
$354.00; will sell for $175.00; like new. 
M. F. Stinnett, 324 S. Washington St., 
Marion, Indiana. 


PAULSON TIME-O-GRAF: new model, 
excellent condition: used one month, 
$395.00: L & R Master cleaner, good 
condition, $49.50. Johnson's, Center 
Street, Millersburg, Penna. 








WANTED: watchmaker, one who can do 
clock repairing ; finest proposition for 
man and wife in Fresno, Calif.; will 
give good lease on established store, if 
you can pay $3,500.00 cash for stock. 
Address “B., 4130,” care of JC-K. 

JEWELRY store for sale, $15, 000. 00 cash ; 
established 12 years in a wealthy and 
beautiful community, 12 miles east of 
Los Angeles; too much work for an old 

















Cardiac. Address “W., 4199," care of 
JC-K. 

EXCLUSIVE franchise; finest imported 
hand made jewelry; trade marked, 


medium price; four years dignified sell- 
ing; other interests : opportunity for 
unlimited expansion. Address ‘ ‘I., 4161,” 
care of JC-K. 


ce ere 
Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 





vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
eash buying liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston, Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 4-7303, 
Chicago 26, Ill. 

SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 

















ences. Write 15 Maiden Lane, New 
York, telephone FR Rector 2-6565. 
CONSULT M. “ee FINKELMAN, 29 BD. 


Madison, Chicago: since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, references, your bank. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 126. 











SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 ye St., 
New York; telephone Canal 6-5233. 





(Continued on page 146) 
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SELL STORE? Gordon Brothers! Our 
reputation is your certainty .. . 
of maximum price, speed, reliabil- 
ity, facilities to meet individual 
needs. Oldest and largest cash buy- 
ers in the country. 38 Bromfield 
St., Boston, Hancock 6-3233. 





HAVING business problems? Need cash? 
You can solve all these by running re- 
tail or auction sale or combination of 
both ; we also buy your stock for cash ; 
no stock too large or too small. B. 
Schwadron, 217-02 Jamaica Ave., 
Queens, N. Y. Hollis 5-3335. 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash. 
Write, wire or telephone Longacre 5- 
7388. 


LIQUIDATE? GORDON BROTHERS! 
klat sale or auction, prestige or 
volume operation . . . give your sale 
on commission basis the benefit of 
our 54 years experience and ex- 
tensive organization. 38 Bromfield 
St.. Boston, Hancock 6-3233. 


A & G SALES CO., West’s leading 
jewelry liquidators will buy your 
store for cash or raise the cash you 
need by auction or any kind of a 
sale best suited for your store; no 
obligation; write, wire 96 Fremont 
Place, Los Angeles 5, Calif., phone 
Webster 8-1106. 


WANT TO SELL OUT? We'll top your 
best offer and pay you spot cash im- 
mediately; then as a bonus we'll 
share equally with you whatever 
profit we realize from the liquida- 
tion of your store; yes, we pay all 
expenses; write—wire—phone col- 
lect; Trading Corporation of 
America, 234 Euclid Avenue, Cleve- 
land 14, Ohio; Cherry 1-5810; ref- 
erences Jewelers Board of Trade or 
Dun & Bradstreet. 


AUCTION! AUCTION! AUCTION! An 
experienced auction service for com- 
plete close-outs; over forty years an 
advertiser in this trade Journal; 
made auction history when times 
were really bad with cash results of 
$2.238,000.00 for ten firms; started 
1958 eff with one of the largest 
close-outs in years; one of South’s 
finest stores; America’s best known 
jewelry auctioneer; Thomas J. Faus- 
sett, Howell, Michigan. 


WANT TO RAISE CASH? Tell us how 
much you need and give us ten to 
fifteen working days to produce it 
by converting the slow moving por- 
tion of your inventory into dollars 
with the most dynamic and power- 
ful flat sale you’ve ever seen; your 
valued franchises and reputation are 
fully protected because we sell what 
you want sold, in a dignified and 
ethical manner: no auction; cash 
type jewelers only; large or small; 
Charles Shane, Jr., 234 Euclid Ave. 
Cleveland, Ohio. 


DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone: their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
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phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 24 for addi- 


tional details. 





A. MARTY MILES SALE guarantees 
quick action-cash profits; our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire, phone 
Marty Miles Sales Inc., $10 N.E. 136th 
Street, Miami, Florida; phone Plaza 


1-2885. 
MR. JEWELER: are you thinking of 
running some kind of a sale this year? 
I have more than thirty years’ experi- 
ence in this field and I do all the work 
personally at sale; I don’t send in any 
supervisors; no sale too large or smal] 
and I go any place; best of references: 
will furnish additional goods if needed 
on consignment to assure success of 





sale ; would like sales in Texas, Ore- 
gon, Washington, California, Arizona, 
Nevada; write for terms or phone 


Frontier 2-3188. Harry I. Jacobs, 422 


Alvarado St., Monterey, Calif. 








Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for 
details. 38 Bromfield St., Boston, 
Hancock 6-3233. 


ESTABLISHED cash-credit jewelry store : 
good reputation; state full particulars; 
strictly confidential. Address “B., 
4180,” care of JC-K. 


WANT to buy Florida established jewel- 
ry store; seven to twelve thousand dol- 
lars. Send full particulars to “C., 4289," 
care of JC-K. 

















HIGHEST prices paid for your sur- 
plus diamonds, loose or mounted, 
antique jewelry and old gold; check 
by return mail subject to your ac- 
ceptance; bank references; Max 
Drilling & Co., 1603 Main St., 


Dallas, Texas. 








WILL buy store for cash; must be pres- 
tige cash store with established reputa- 
tion; no bonus or premium for good 
will, but will pay a fair and honest 
price for inventory; confidential, of 
course. Charles Shane, Jr., 234 Euclid 
Ave., Cleveland, Ohio. 


WANTED: small, established jewelry 
store in the South; must have good re- 
pair business and be reasonably priced: 
give full particulars regarding volume 
over past years, inventory, lines, rea- 
son for selling; individual; strictly con- 
a Address “M., 4166,” care of 








SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 


SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
































nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
sen Street, Chicago, Illinois, Ran- 
dolph 6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade. 
Dun & Bradstreet. Weinman’s, 
Dept. K, 108 Beale Ave., Memphis, 


Tenn. 


BS A NTN AL ERRNO A 2B ERNE SS SIRE ARS IN BY MINE 
Watch Work, etc., for 
the Trade 


FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service ; Watchmaster tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 

















CHA-CHA LESSONS! Of course not— 
guaranteed watch repairs, of course; 
Watchmaster timing; send for price 
list. Stan Weinstock, 580 Fifth Ave., 
New York 36, N. Y. 


BOSTON, MASS.; expert and guaranteed 
watch repairing: watchmaster tested; 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 











QUALITY, guaranteed watch repairing to 


the trade; quick, accurate 5 day ser- 


vice; 40 years’ experience; fair prices. 
Joseph Mayers, 415 N. Beverly Drive, 
Beverly Hills, Calif. 


QUALITY jewelry and watch repair- 
ing skillfully performed; fast, ac- 
curate service our specialty; your 
trial shipment and inquiry solicited ; 
Oscar Aron, 62 West 47th St., New 
York, N. Y. 


DEPENDABLE—fast — economical; 
watches safeguarded in Holmes 
vaults; all work watch-master test- 
ed; ask for price list or send trial 
order; Ticke Watch Repair, 962 
Flatbush Ave., Brooklyn 26, N. Y. 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service: all watches timed, tested and 
guaranteed : 25 years’ experience. Studio 
Watch Service, 1510-20 E. Delaware 
Place, Chicago 11, IfIl. 














EXPERT watch repairing, one year guar- 
antee—fast service: cleaning & over- 
hauling $1.75, cleaning & balance staff 
$2.75: cleaning & MSP $2.50. Precision 
Watch Repair Co., 817 Sixth Avenue, 
New York 1, N. Y. 








To Let 








SPACE for rent—engraver, watchmaker, 
diamond or jewelry broker; reasonable 
rent, light office. 9 Maiden Lane, 
N. Y¥. C.; call Beekman 3-3398. 








Special Order Work and 
Repairs for the Trade 





SAME DAY SERVICE: diamend and 
stone setting: jewelry repairing: hand 
engraving ; rhodium flashing; pearl re- 


facturing Jewelers, Post Office 
#791, Evansville, Indiana; price list on 
request. 
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THE SHOWCASE OF AMERICA 


@ Time was when manufacturers and importers of 
“jewelry store” merchandise distributed their lines chiefly 
through jewelry stores. Time was when jewelry stores 
limited their wares almost exclusively to “jewelry store” 
merchandise. 

Now the pattern is diluted af both ends. Manafac- 
turers and importers, eager for maximum points of sale 
diversify their distribution through door-to-door sales- 
men, hairdressers and discount houses. And retail jewel- 
ers, eager for maximum traffic, diversify their lines, with 
handbags, electrical appliances and even tropical fish. 

But it is still a fact that “jewelry store” lines are the 
very heart of the jewelry store. Jewelers need those lines 
to be “jewelers.” On the other side of the coin, manu- 
facturers need those jewelry stores to condition the public 
to buy their wares. 

Jewelers, as some suppliers assert, may often be 
“lazy,” “indifferent,” “unimaginative” and “complain- 
ing.” But every supplier knows that his continued suc- 
cess is really based on the continued success of the 
retail jeweler. This is true even if the supplier sells a 
large part of his production through the discount house. 
It is no less true if the supplier sells to premium users, 
canvassers, post exchanges and other competitors of the 
jeweler. 

Why all this dependence on the retail jeweler? Simply 
because the jewelry store is the local showcase, neces- 
sary for the success of every “jewelry store” product, 
however that product may be distributed. Without the 
handsome backdrop of the jewelry store, without the 
jeweler’s personal endorsement, customer demand would 
fade for those products. 

No supplier these days dares take jewelers’ support 
for granted. Jewelers are free agents, inheritors of 
proud tradition. They will not be coerced or cajoled 
against their best interests and common sense, any more 
than consumers will. Trusting in their own good judg- 
ment, they will select and promote those lines which 
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they think will be most profitable to them, even if they 
must change their habits to find those lines. 

Ten years from today, the successful brands, as now, 
will be those brands which retail jewelers decide to 
feature. Yes, manufacturers need the Jewelry Store 
Showcase, however else they may distribute their goods. 
Manufacturers need jewelers’ local advertising . . . jew- 
elers’ sprightly windows . . . jewelers’ counter displays 
. . . jewelers’ trained and trusted salespeople who can 
tell the properly informed sales story to accompany the 
advertising and display. Manufacturers need the Jewelry 
Store Showcase to keep their products before the public 
in an atmosphere of pride, confidence, prestige, trust, 
desirability and good taste. 

Television advertising is powerful. Advertising in 
picture magazines, pocket magazines, shelter magazines, 
young moderns’ magazines and the like is powerful, too. 
But all that advertising requires something else to pro- 
duce sales—something more than words and pictures. 
That sales-making “something else” is support from the 
the Jewelry Showcase of America. 





retail jewelry store 

Taking pride in their importance to the manufac- 
turers, jewelers owe much to the manufacturers, too. 
They are morally obligated to sell with vigor and vital- 
ity, paring costs wherever possible, speeding turnover 
and perhaps saying goodbye to some time-hallowed 
markups. Each jeweler’s showcase can and must create 


more sales for itself. 


TIME TO WRITE A CONGRESSMAN 


@ If there ever was a time when each and every jeweler 
in the land had reason for writing a letter to his Con- 
eressman, this is it. Between now and June 30, the new 
tax laws probably will be written and the jewelry excise 
tax will be continued . . . or reduced . . . or eliminated. 

Congressmen are under pressure from every quarter 
to cut this tax or that tax, and whether or not they cut 
or end the jewelry tax will depend almost entirely on 


what they hear from jewelers themselves. 


bissily d Whee 
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With pardonable pride, Amco introduces the new 





profit-maker, the Love Locket, which swivels out to 






show the unique recess which m’‘lady will use for 






“his” photo, lock of hair, a drop of her perfume, 


ATTRACTIVE SPACE-SAVING COUNTER DISPLAY | OF something equally sentimental. 












unit FREE with 12 different numbers, each in modern ae 
transparent ring box, designed to help you sell. 3 Notice, The adjustable features of these rings 
Bracelets, pendants, earrings in same outstanding and several variations of the working principles of them 
designs as the famous Amco adjustable rings which are fully covered and protected by U. S. Patent No. 
have eliminated the necessity of carrying every size in : 636055. 






every style. Jeweler adjusts ring instantly to any size. 
No lost sales through delay. 
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Ask your wholesaler to show you this new fast-moving, “f A Mi | f 2 ( - ; 
profit-loaded Amco line. < 7 + icd 4 0. inc. 
PROVIDENCE 3, RHODE ISLAND 


EARL M. BARNEY THEODORE KANE JOHN M. TONRY =m Established 1919 
Midwest and New England For West 9 Maiden Lane whe 
158 Pine St., Providence, R. 1. 629 S. Hill St.. Los Angeles, Collif. New York, N. Y. 
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